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ASK THE HELP OF 
THE JAM HANDY ORGANIZATION 


WHAT MAKES GOOD HOUSEKEEPING DIFFERENT 
FROM ANY OTHER ADVERTISING MEDIUM? 


WE PAID $4,917 FOR THIS LEMON! 


It started with a letter from an irate man in New 
Iberia, Louisiana. He wrote to Good Housekeep- 
ing because the trailer in which he lived carried 
our Consumers’ Guaranty. And the trailer was 
leaking like a sieve 

So? So we helped the man vacate the trailer. 
We sent him $300 for expenses. Then the trailer 
was checked by an outside consultant, and again 
by an engineer from the Good Housekeeping 
Institute. They agreed: the trailer was indeed 
defective, although the manufacturer's product 
was generally excellent. We promptly made out 
another check for $4,617 to the trailer owner. 

Happily, most products are well made these 
days. Nevertheless, all products advertised in 
Good Housekeeping are backed by this Con- 


| 
( good | ousekeeping 


A HEARST MAGAZINE 
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sumers’ Guaranty, “Replacement or refund 
guaranteed by Good Housekeeping if not as 
advertised therein.” 

Isn't it easy to understand why consumers 
have greater faith in a magazine that cares 
enough to protect readers with such a Con- 
sumers’ Guaranty? 

That’s what makes Good Housekeeping dif- 
ferent. And that’s what makes it a great adver- 
tising medium. 


GOOD HOUSEKEEPING 
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Advertising 
in businesspapers 
means business 


... because businesspapers are 
the most direct, penetrating 
and economical way to cultivate 
specialized markets. Remember, 
all good selling is specialized 
and nothing specializes like 


the business press. 
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Good business advertising works best in a 


good businesspaper—a _ bought-and-paid- 
for ABP paper. 
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201 N. Wells St., Chicago 6, | 


WY. 17, WY. 
+ 333 Wyatt Building, Washington 5, 0. C 


Sales Management 


November 4, 


Sales / 


THE MAGAZINE OF MA ; 


: anagement 


November 4, 1960 


CONTENTS Vol. 85, No. 
Advertising 


Can We Compare Media Effectiveness? 


Dealer Relations 
What to Do About the Problem Retailer 
(U. S. Rubber) 
Distribution 


Would You Fire 2,300 Distributors? 
(Dresser Mfg.) 


Expense Accounts 


Get Ready for Expense Account Showdown 


Forecasts 


Marketing Outlook for December 


General Management 


Do Corporations Care? 
What's Business Travel Doing to Wives? 


Manpower Planning: A Crisis Ignored 


Leadership 
Henry J. Kaiser—Builder, Dreamer, 
Super-Salesman 
Marketing Strategy 
The Rise of ‘Instant Skinny’ 
Packaging 


‘New Packaging That We Want’ 
(Food Packages as Housewives See Them) 


WW 


REPRINTS AVAILABLE 


FOOD PACKAGES 


as housewives see them 
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Henry J. Kaiser has admitted to being a magician. He 
quotes poetry liberally and has been accused of inventing 
“corn.” He’s also fathered 50 booming enterprises and 
can’t even take a vacation without finding another $1- 


billion “challenge.” Page 35 
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They rate top spots among today’s housewife’s packaging 
favorites. Other “best possible” packages and new de- 
velopments come up for minute inspection as homemakers 
hold forth again in this second of a 3-part report on 
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Internal Revenue has hired a horde of new tax sleuths 
and will soon turn them loose to stop abuses of expense 
accounts. They'll be enforcing some new rules and court 
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Page 50 


men will be examined as never before. 
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For the man who likes a challenge businesspaper 
advertising is exciting stuff. It demands your best. 
Here's a real test of creativity, for you're selling to 
fellow pros—men who know their business. You've 
got to know your business and communicate in a 
businesslike way...in businesspapers. 


Advertising 
in businesspapers 
means business 


... because businesspapers are 


read for profit, not for pleasure. 
Here’s one place you'll always 
find prospects—reading with their 
minds on business— wide open 

to ideas and products that 

can help them on their jobs. 


* A 
Fous* 


People pay for businesspapers they want 
-«-read the businesspapers they pay for. 
Note: All ABP papers are “‘Paid"’. 


ASSOCIATED BUSINESS PUBLICATIONS - 205 E. 42nd St. N.Y. 17, WLY. 
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If you're a heads-up, both-feet-on-the- 
ground kind of man—your company’s in 
an advertising medium worthy of your tal- 
ents, in businesspapers. This is the place 
where a man who knows his markets, and 
his marketing, meets the buyers he wants 
... gets the sales he’s after. You know you're 
in business, when you do business with busi- 
nessmen .. . through businesspapers. 


Advertising 
in businesspapers 
means business 


as any advertising man 


who knows his business 
will tell you—because 


men who read 
businesspapers 
mean business 


@ ©: 
America's leading newspapers, 


general magazines and businesspapers 
are all ABC-audited 


ASSOCIATED BUSINESS PUBLICATIONS + 205 £. 42nd St, WY. 17 
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LONG 
REACH! 


more than 9 out of 10 homes} 


HIGH FREQUENCY ! 


over 20 exposures per month } 


New measurements confirm General Outdoor’s 
Amazing Coverage of Households! 


We've always had it—but we never knew how dig we had it! Now, thanks to the 
4\4-year study by the famed traffic engineering firm of Wilbur Smith and Associates, 


sponsored by the Outdoor Advertising Association of America, we have household 
coverage figures for General Outdoor markets that are real eye-openers! 

For example, take our Indianapolis market. A typical poster showing there (48 
posters) produces this coverage of all car-owning households in the county: 


44.2% coverage in 1 day, © 91% coverage in 1 week * 97.5% coverage in 1 month 
Individual cars pass a typical showing with a frequency of 23.2 times a 
month—and each car represents a household on its way to earn money 
or spend it. 
Coverage curves based on the Smith study tell a similar story for other GOA 
markets. We now invite you to compare General Outdoor to any other medium 
for both reach into homes and frequency of exposure! Covers 1800 Leading Cities and Towns 


D> 4. 


515 South Loomis Street, Chicago 7, Illinois 
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(Greensboro- 


OF THE 
NEW SOUTH’S 


MARKETS 


In The Top 20 In Total Retail Sales 


Stands Out 

in Furniture, 
Household and 
Radio Sales 


Plant your household advertising in Greensboro—the market with a knack for 
making sales grow. Greensboro sells a lot of furniture, household goods and radios 

trails just behind such primary markets as Knoxville and Little Rock. 22% gain 
1959 over 1954—a not uncommon sales gain for advertisers in the Greensboro 
News & Record—the only medium with dominant coverage in the Greensboro 
Market and selling influence in over half of North Carolina. Over 100,000 circu- 


lation: over 400,000 readers. 


Greensboro—In the Top 20 Retail Markets of the South 
and in the Top 100 of the Nation 


Write on company letterhead for 
“1960 Major U. S. Markets Analysis” Brochure of all 300 Metropolitan Markets. 


reensboro News and Record 


GREENSBORO, NORTH CAROLINA ® Represented Nationally by Jann & Kelley, Inc. 
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ail - NOTES FROM THE EDITOR'S SIDE POCKET 
A OTT TIE So TAI LIN IE AL Et LITLE ET TES MES 


The Name Is T-A-C-K 


For many years two English brothers, Alfred and George Tack, 
have operated a fantastically successful appliance selling organiza- 
tion. Gradually the word got around that the secret of their success 
was a superb sales training plan. Executives of companies in diverse 
fields asked the brothers Tack if they might sit in on Tack training 
sessions. The brothers graciously agreed. 

But their patience became frayed when at one of the sessions 60% 
of the audience was made up of free-loaders from other companies. 
At that point the brothers decided to set up a subsidiary company, 
devoted to sales training, and to charge a fee. 

Today their sales training organization is operating in eight 
countries and 20,000 salesmen and supervisory sales personnel have 
completed their courses. In this country and Canada the operation 
is headed by the well-known sales executive and sales speaker, Jack 
McQuaig of Buffalo. 

A little over a year ago the brothers branched out further by 
starting a monthly magazine called TACK which was an almost 
instantaneous success. In the September issue of that magazine I 
found the results of a survey their editors made among 593 British 
companies employing from 1 to 700 salesmen and in all controlling 
14,361 salesmen. Below is a condensed summary of the compensation 
systems used in the British Isles as contrasted with the results from a 
survey made this year by the Sales Executives Assn. of St. Louis. 


St. Louis 


Fixed salary 27% 16% 


Great Britain 


Salary plus commission or 
other individual incentive 67 55 


Straight commission 6 29 


Average vearly earnings are shown in the TACK report, but not in 
the St. Louis survey. Over there the average earnings of a salesman 
amount to about £ 1,300 a year, which, at the official rate of exchange, 
is about $70 a week in US. dollars—but, of course, living costs are 
considerably less over there and I would guess that the average 
salary for a salesman is worth about $100 a week. 


Those Big Bad Corporations 


When I was a kid most of the people in our little Wisconsin 
village believed the rumor that Mr. Rockefeller had bought up the 
patents on a kerosene burning space heater that used only half the 
oil of the heaters on the market—and that he was deliberately keep- 
ing this stove off the market except in the Scandinavian countries, 
where some of the townsfolk claimed to have seen the heaters. 

In more recent years industry has been accused of suppressing the 
“eternal match,” the razor blade that “never loses its sharp edge,” 
the little pill which, when dropped in water, “produces a tankful 
of gas for a penny.” 

Despite many investigations by private and Governmental in- 
dividuals and groups, no evidence has been turned up to document 
these charges. But the charges continue. Recently W. H. Ferry, vice 
president of The Fund for the Republic, commented: “Du Pont says 
they are in the business of technology and so they develop and 
perfect and then hold things off the market until the market is ready 
to receive them, for commercial and other reasons. The story of 
holding nylon and Dacron off the market until the market could be 


How you can 
‘prospect’ for 
new markets 
and still 
Sell 
current 
ones... 


... it’s as easy and productive as 
panning in Fort Knox! Put your 
product story before the readers of 
INDUSTRIAL EQUIPMENT 
NEWS. There are nearly 80,000 
of them . . . important, multi-func- 
tional executives from all phases 
of U.S. industry . . . from more 
than 40,000 plants representing 
more than 4/5ths of the gross na- 
tional product! 

With circulation like this — an 
exclusive circulation built on 
Thomas Register’s continuing 
census of U.S. business and busi- 
nessmen — you reach all U.S. 
markets for your products, includ- 
ing the ones you now sell and hope 
to sell in the future. 

You owe it to yourself to get all 
the facts on this exciting, resultful 
medium — and you can: just ask 
for our latest Media Data File. 


good for selling 
... because it’s 
used for 


INDUSTRIAL EQUIPMENT NEWS 


461 Eighth Avenue, New York 1, N. Y. 
Thomas Publishing Company 
Affiliated with Thomas Register 
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Candidates with a strong prosperity plank 
woo the electorate via TV Guide 


The vote-getters above? A handful of the many shrewd 
strategists who have helped boost TV GulbeE advertising revenue 
25% so far this year over the same period in 1959. They 

know that TV Gutpe, with the largest circulation in weekly 
magazine history, is clearly the people’s choice (and the 
Gardner depth study indicates why).* 

And they believe that with TV Gutpe in their corner, their 
prosperity plank is significantly sturdier. 

Shouldn’t TV GumeE play a leading role in your campaign? 


*For your copy of ““TV Gurpe: A Srupy tn Dept,” which details this ae oy Bs 
important survey's findings, call your local TV GumpE office or write 
TV Gute, National Advertising Department, Radnor, Pa. t 4 


4 


culo : E 
Best-selling weekly magazine in America 1 bd 
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prepared properly for their reception is a fascinating one.” Never Underestimate 


Du Pont’s reply to this charge makes a lot of sense to me. In the 
Du Pont employee magazine, “Better Living,” a company spokesman the Inquiry Producing 
writes: “The facts, of course, are just the opposite. With both of 
these fibers, Du Pont rushed money and men into their development 


efe,e 
to bring them to the market just as soon as possible. The fact that Capabilities of Indus- 


years instead of days were involved means simply that it takes a 


great deal of time and trial-and-error to discover a new, promising try’s No. ] Publication 


product; more time to build a manufacturing unit to make it and a 


sales organization to sell it. 
“Furthermore, Du Pont has introduced new products in direct 
competition with its own well-established products. A current example: 
Du Pont’s nylon tire cord which is waging an impressive battle against 
Du Pont’s rayon tire cord. Indeed, Du Pont experience shows that, REGISTER 
the company cannot meet its intense competition without a continuing 
introduction of newer and better products.” 


To me one of the most interesting parts of the exchange quoted 
above is that Du Pont is in the business of technology. As Theodore You can market your products to the 
Levitt points out in an extraordinarily able article, “Marketing American industry that accounts for over 
Myopia,” in the July-August issue of Harvard Business Review, “It is 80% of the total industrial purchasing 
constant watchfulness for opportunities to apply their technical know- in the U.S. In present 4-volume edition 
how to the creation of customer-satisfving uses which accounts for 13,007 advertisers sell with 48,176 prod- 
uct descriptive advertisements. 


their prodigious output of successful new products. Without a very A 
sophisticated eye on the customer, most of their new products might TR has met all the buying needs of 


have been wrong, their sales methods useless.” He was referring to industry for over 50 years. It is this unique 
Pin Wik anid Gis Caen tees iaM habitual (regular) use that accounts for 
S such high percentages of sales producing 

inquiries at such a low cost per unit. 
Talk with a TR representative—study 
the facts—you can’t afford to be out of 


THOMAS REGISTER. 
461 EIGHTH AVENUE NEW YORK 1, N. Y. 
OXferd 5-0500 


In this article, Levitt drives home the point that every major in 
dustry was once a growth industry—that it was even true of railroads 
The railroads did not stop growing because the need for passenget 
and freight transportation declined. That grew. The railroads are in 
trouble today not because the need was filled by others cars, truc ks 
airplanes, even telephones), but because it was not filled by the rail 
roads themselves. They let others take customers away from them 
because they assumed themselves to be in the railroad business rather 
than in the transportation business. The reason they defined thei: 
industry wrongly was that they were product-oriented instead of cus 
tomer-oriented. Levitt goes on to point out that Hollywood barely 
escaped being totally ravished by television because the Hollywood 
moguls thought thev were in the movie business when actually they 


were (or should have been) in the entertainment business 


Again — What Is Marketing? 


At last month’s convention of the American Research Foundation 
A. Edward Miller, publisher of McCall's, asked: “What is marketing? 
Ask six men and you'll get six answers.” 

Well, one new answer has been developed by Sales Management's 
own Warwick arpenter, now our director of marketing, western area 
In answer to a request by Larrv Wade, promotion director of the San 
Francisco Chronicle, for a brief definition of marketing, Carp pointed 
out that the most generally accepted definition has been this 
“Marketing is the process of moving goods and services from the 
point of produc tion to the consumer.’ 

But then he went on to point out that this definition is imperfect 
because it assumes marketing begins at the end of the production 
stage and also omits any mention of profit. Carpenter's new definition: 

“Marketing implies integration of all functions in moving 


any type of goods or services from the planning stage 
of production to the final user and at a profit 


Also Publishers of: 

INDUSTRIAL 

EQUIPMENT 

NEWS 

Industry's “What's New” 
Monthly 
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44We have used all kinds 
of media to sell our bird 


seed and other products 
radio, TV, magazines and 
newspapers. We have had 
the services of different 
announcers and personali- 
ties. Ican tell you right 
now, the No. 1 man in our 
book is Mr. Arthur Godfrey. 
By golly, they sure go out 
and buy because Arthur 
Godfrey says it’s good. 
This for us is the big- 
gest reason why we renew 
our contract with Arthur 
Godfrey year after year.99 


Mr. Milton North, 
Hartz Mountain Products Corp. 


Like Hartz Mountain, most 
companies judge their sales- 
men by results. The results 
of Arthur Godfrey's way of 
selling—that inimitable, 
frank and informative way 
of handling the products he 
likes—prove time and time 
again that he's ina class 
by himself. Why not add the 
best salesman in broadcast- 
ing to your sales force? Call 
your CBS Radio Network 
representative today. 


SALESMAN’S 
SALESMAN: 
ARTHUR GODFREY 
GBS RADIO 
NETWORK 


HUMAN SIDE 


-8) 


Weather or No 


Someone once called Marion Hogan 
in industrial busybody. That's hardly 
fair. To set the record straight, Miss 
Hogan is president of Weather Serv- 
ices, Inc., a Boston firm that calls 
the weather shots for such diverse 
operations as Du Pont, Pepperidge 
Farm (bakery New England 
lelephone & Telegraph, U.S. Steel. 

Now why in the world would such 
people pay for weather information? 
Simple 


ge r vs . 


As Weather Services’ spokes- 
man puts it, “Few businesses will 
operate through a single week with- 
out being affected favorably or ad- 
versely by elements of the 
A printer's job is delayed 
by excessive static 


weather 
\ contractor s 

. An un- 
temperature drop and a 
discards weather 
food. . \ sudden appearance of 
cloudy 


crew waits out a storm. 
exper ted 
restaurant warm 


skies and the electric com- 
pany | inderestimated its output 4 
& So Weather Services, a consulting 
meteorological firm, came into being 
in 1946 to help business lick the 
problems created by weather changes 
It isn’t enough—and Miss Hogan, who 
has been playing around with the 
weather since World War II days 
recognized the fact—to place your 
faith in the weather report of your 
daily paper. Not when sales hang in 
the balance. The ability to know and 
introduce topographical effects into 
the forecasts can provide the dif 
ference 


between a general and a 


specific prediction. Miss Hogan 
doesn’t guarantee cloudless skies for 
the day of a big department store’s 
annual sale, but she will tell the store 
what the weather probability will be 
When weather conditions are uncer- 
tain she provides her clients with fore- 
casts in the terms of probability so 
they aren't forced to “fly by the seat 
of their pants.” 


® Weather, says Miss H., dictates 
what we eat, drink and buy. When a 
hurricane threatens, for instance, 
women tear madly out of the house 
and begin to load up food supplies 
When weather turns suddenly humid 
in summer, restaurants find that pa- 
trons order cold foods, more iced 
drinks, lighter desserts. Weather 
Services is proud to say that statistical 
predictions have been 85% correct 
in anticipating the demand for hot or 
cold dishes and 95% correct in antic- 
ipating the demand for hot or cold 
beverages based solely on the weather 

But Miss Hogan's firm doesn't 
simply interpret the weather bureau's 
forecasts. It conducts research proj 
ects with hand computers, has a staff 
composed of a meteorological advisor 


research mathematical 


consultant, 
statistician, programmers, computers, 
clerical and secretarial help. The 
facility of Weather Services has been 
issued secret clearance by the United 
States Air Force 

At 40, Marion Hogan is “boss” to 


a huge staff (mostly men) that would 


SNOW, ANYONE? ANYWHERE? Weather Services’ clients get the word in time. 
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willingly bow to her every whim—if 
she had any. But Miss Hogan ap- 
proaches her work un-whimsically 
She leaves caprice to the weather—and 
she tries to gauge that—but she is 
aware that such caprice is deadly 
serious to all sorts and conditions of 
business. During the war she got her 
first break in the weather when man- 
power was short. She went to work 
for the United States Weather Bureau 
And so fascinated was she by the 
subject that after the war she entered 
MIT where she studied for her M.S 
in Meteorology, was a staff member 
instructing in map analysis and wrote 
her thesis on effects of weather on 
industry. The year she got her degree 
she founded Weather Advisors, In« 
Since then she’s taught courses in 
meteorology at Emmanuel College 
been cited “Woman of the Year” by 
that college’s alumnae and selected as 
one of the top 36 women executives 
of the country by Fortune Magazine 


& No alarmist, she keeps a cool head 
when storm clouds gather: If, she 
suggests, there’s a long chance of a 
tornado arriving within 24 hours, she 
doesn't get her business clients in a 
flap by hysterically calling them up 
She and her staff watch developments 
for the next 12 hours, plotting all at- 
mospheric conditions. Only with the 
possibility of a weather disaster’s be- 
coming real does she send up the 
alarm. When a recent hurricane struck 
New England, one of her largest 
clients, who stood to lose millions of 
dollars because of it called and said 
he couldn't sleep for worrying. She 
assured him that she was being paid 
not to sleep and that she'd let him 
know in plenty of time for him to go 
into action. She did. 

When a recent Senate committee 
recommended that the Government 
farm out its weather forecasting to 
private companies like hers, Marion 
Hogan was delighted. “We can do it 
better—and for less monev—anyway.” 

But her co-workers like to tell a 
good one on “the boss.” A few davs 
ago she was about to go out to lunch 
She picked up the phone and said to 
the operator: “What's the weather like 
outside?” @ 


Perils 


of an advertising 
decision maker 


SECOND GUESSING ON A “SECOND AUDIENCE”? 


There’s no second-guessing the effectiveness and economy of Hearst Special Interest 
Magazines. For their audience is selected among people already in the market for 
what the advertiser has to sell. And they’re economical because the advertiser needs 
to pay for no unwanted “secondary” audience of extra — and expensive — readers. 


HEARST magazines 


. oe 13 keys to the specia/ interests of 13 groups of people « «+ Good Housekeeping 
Popular Mechanics «American Druggist e Town & Country e House Beautiful e Motor e Science Digest 
Motor Boating « Sports Afield « Bride & Home e Harper's Bazaar e New Medical Materia « Cosmopolitan 
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Not a paper 
clip lost 


Trust your Allied 
Man to have your 
office back in pro- 
duction sooner. He 
has the experience, 
trained personnel, 
plenty of equip- 
ment to make big 
moves easy. 


Moving a whole office? 


rust everything 


Move overnight— start work in the morning. Whether it’s a big or small office 
move, you can trust your Allied Man to make it fast, easy and economical. He’s ¢ 
veteran at moving entire offices overnight or over a weekend. He'll plan your move 
organize it by departments and set every chair, desk and filing cabinet dow 


Wes. ott eae 


Why you can trust your Allied Man. Your Allied Man is thé 
world’s largest mover—the leader in the moving business 
Naturally, you can trust him for smooth, perfectly-organized 
blueprint-precision office moving. 
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to your Allied Man 


bxactly where you want it—ready for work. 
Stop worrying when Allied is on the job. That’s 

hy leading businesses everywhere trust 
bverything to the Allied Man. 


Call Allied Van Lines, Inc. 


Look for your Allied Man's 
number in the Yellow Pages 
under “‘Movers" 


More people do 
again and again 
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...and Du Pont cellophane made the sale 
more profitable 


printing—versatility in package 


No wonder she picked the lollipops in 
a multi-pack. She got more for her 
money. She got a package with extra 
convenience. And clean, clear Du Pont 
cellophane gave the package extra 
sparkle—extra sales appeal. 

Candy, like many other products, 
stays fresh and tasty in Du Pont cel- 
lophane. That’s because Du Pont has 
created over 100 different cellophanes 

. each designed to meet different 
customer requirements. Add cello- 
phane’s efficiency on high-speed pack- 
aging machines—beautiful color 
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construction—and you can see why 
it’s the choice of so many packagers. 

Perhaps packaging your product in 
a sparkling cellophane showcase will 
attract added buyers. Multi-packs are 
just one of many ways that cellophane 
can help lower your packaging costs 

. increase profit per sale. We are 
ready to assist you with packaging 
films, ideas and services. 


PROVE TO YOURSELF that Du Pont 
cellophane can pay off in better, more 


1960 


s sold! 


profitable packaging. Ask a Du Pont 
Representative to give you all the 
facts. Du Pont Company, Film De- 
partment, Wilmington 98, Delaware. 


ee we 
Better Things for Better Living 


gh Chemistry 


U PONT 
cellophane 
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SIGNIFICANT TRENDS 


Manpower Planning: A Crisis Ignored 


Long-range manpower planning could well be the 
most critical—and most easily forgotten—problem 
facing marketers today. Although most executives 
spend endless hours on the day-to-day manpower 
worries, an astonishingly high number of com- 
panies seem to have only a superficial idea of how 
many men with what training will be needed to 
fill the greatly expanded sales, advertising, admin- 
istrative, research and product planning needs of 
tomorrow. 


With one eye on the profits chart and the other 
on his marketing machine, the executive has little 
enough time to worry about the distant future. 
And most of the time he can spend on long-range 
plans must be used for such black-and-white 
problems as market evaluations and new products. 


And, there is no cut-and-dried solution to the man- 
power problem, even if the marketing man were to 
spend all his time worrying about it. So, it be- 
comes absurdly simple to put off the whole thing, 
sometimes even with a “cross that bridge when 
we come to it” attitude. 


But, unfortunately, manpower has no “bridge.” 
Unlike, say, next year’s advertising program, there 
is no deadline. Marketing-manpower deficiency is 
truly an anemia—or even a cancer. Most corpora- 
tions now suffer from a latent manpower defi- 
ciency. In some, it is in the advanced stages. None 
are immune. And, as with many pernicious dis- 
eases, the symptoms don’t become obvious until 
the condition becomes acute. 


It would be too simple to assume that the mar- 
keter doesn’t know about the manpower crisis. 
He does. But he also knows that his immediate 
problems—profit squeeze, physical distribution, 
the economic outlook—demand his attention, now. 
As the more immediate, “emergency” worries in- 
tensify, manpower is again and again pushed to 
one side. Executives know that something must 


be done—but, “as soon as we get the chance.” 


Because finding a solution to the marketer’s man- 
power problems is so often successfully rational- 
ized into the background, it might be wise to cover 
once more some of the forces that will bring this 
crisis to a head in the next few years: 


The first is just simple mathematics. Right now, 
pinched for good men as we are, there are about 
11.4 million males in the high-productive, middle- 
management age group of 35 through 44 years old 
(at least, that is the number in the labor force). 
In ten years, that number will actually drop to 
about 11 million. But at the same time, there will 
be huge increases in the general population — in 
fact, there will be about 28 million more people 
to be marketed to. So the larger population will 
not automatically bring a larger choice of talent. 


Better Consumers, too 

Second, this increased population will be out- 
consuming any populace that has existed to date. 
Maybe the ’60’s didn’t start with a big bang—but 
there can be no doubt at all that within this decade 
there will be a boom in business and personal 
consumption that will make the “fabulous fifties” 
look like a depression. But, again, it’s going to 
take more and better men to sell the goods and 
to batter down the greatly increased competition 
that will inevitably arise. 


Third, as marketing techniques improve (and you 
haven't seen anything yet), more information, 
more data, more refinements will be at the disposal 
of the marketer. But, again it takes more manpower 
to handle the newly available data and to employ 
the additional, newly developed techniques. 


And all this expansion of highly skilled marketing 
personnel must be built on top of today’s man- 
power. Yet, even now, well-trained marketing men 
of middle-management capacity are outnumbered 
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(continued) 


two-to-one by hen’s molars. In the average com- 
pany, the training and development of existing 
personnel is a pretty shaky foundation for the 
staff of the future. 


In other words, the marketing executive who is 
not right now (1) exerting every effort to update, 
broaden and educate himself and his present staff 
in order to form a hard nucleus for the years 
ahead, (2) developing an attractive recruitment 
package so he has a chance to hire the better than 
average young marketer, as much in demand as 
he will be, and (3) creating a hard-hitting train- 
ing program to make good marketers out of the 
specialists he hires, should not be in the least 
surprised if he winds up holding one of the big- 
gest, fattest marketing bags ever seen. 


Many Special Manpower Needs 

Let's get more specific. Each of the many different 
activities that combine to form marketing has its 
own special manpower needs. And each has its 
own special problems, too. Marketing's biggest 
manpower user is, of course, sales. Training the 
hordes of new salesmen needed for future success 
will, in many respects, be the opposite of training 
many other members of the marketing team. 
Training them in selling and in marketing minded- 
ness will still be very important—but, this part of 
the program must be very concentrated and very 
quick, so that more training can be technical. 


Tomorrow's salesman must know enough about 
market research, for example, to be of service 
to the company in effectively evaluating local 
markets. He must be trained in the technical per- 
formance of his products (really trained—not just 
exposed) so he can successfully fight for his share 
of sales to the more discerning buyer. Whether 
he is a consumer or industrial man, he must be 
able to arm himself with more intelligent sales 
points in order to cope with the greater and more 
varied competition. 


And the salesman must be taught to be an execu- 
tive. The company must use him as its eyes. He 
must be trained, not just asked, to spot anything 
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and everything meaningful to his company. He 
must be able to think like company management. 


One long-range manpower-planning headache is 
bound to be in the area of marketing management. 
As more and more duties become marketing tasks, 
and as these tasks become more complicated, there 
will be a fast-growing need for capable, market- 
ing-minded men who can bring order out of chaos. 
They must be trained to coordinate the parts of 
marketing so that each achieves maximum value. 
And they will be called upon to operate such 
functions as physical distribution, order handling, 
maintenance of facilities and so on. 


When the glorious day arrives that advertising 
and promotion efforts can be subjected to scien- 
tific measurement, the marketing executive will 
sharply feel the need for more experts. He will 
need men trained in the new evaluating tech- 
niques, men who are capable of thinking broadly 
so they can advise him as to the extent and value 
of certain promotional appeals. They must be able 
to present alternative advertising combinations 
along with intelligent recommendations based on 
the long-range marketing plan. 


Obviously, marketing research will play a larger 
role in the marketing scheme. This not only means 
that more men will be needed, but also that they 
must be better trained in marketing as well as 
research. As reliance on marketing research grows, 
it becomes more important that it be channeled 
in the most productive directions. To do this, and 
to successfully convey the results of research to 
management, the market researcher must know 
a great deal about the broad marketing picture. 
Much the same can be said about product planning. 


All of this long-range manpower planning is in 
one big way a short-range problem. In order to be 
ready then, it must be begun now. Expert, ad- 
vanced recruiters and trainers must be ready to 
go before the need becomes acute. But before they 
can even begin to prepare their plans, they must 
be given a framework within which they can 
operate: the long-range manpower plan. 


Philip S. Fogg, President of Consolidated Electrodynamics Corporation, 
compares advertising to electronic testing gear. 


“With us, even an advertisement 
is test equipment.” 


“Our industry is so complex we depend heavily 
on advertising to find new uses for products. 
This is how we test marketability of our elec- 
tronic measuring and recording devices beyond 
the immediate, known prospects. 

“As in any rapidly changing industry, the 
key men depend on business magazines to keep 


abreast of all the latest developments. Adver- 
tising there is our fastest and most economical 
way to reach them. 

“It is in business publications like McGraw- 
Hill’s that we feel our advertising finds a 
common meeting ground with customers we 
know—and prospects we don’t.”’ 
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McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


More than one million key men in business and industry pay to read McGraw-Hill publications. 


WE COUNT 18 
CUSTOMERS IN 
THIS PICTURE 


Why so many? Because the fami- 
ly is typical of the Holiday Extra- 
Unit Family—the family that 
buys the second car, the second 
refrigerator, the second home. 
And, we have found in a new 
study that Holiday families buy 
twice in nine significant areas: 
AUTOMOBILES: 49.5% of Holi- 
day families own two or more. 
REFRIGERATORS: 38% own two 
or more—or a separate freezer. 
HOMES: 25% own or regularly 
rent a second home. LIFE IN- 
SURANCE: 68% hold two or more 
policies. TELEPHONES: 48% have 
two or more. PHONOGRAPHS: 
28% own two or more. TELEVI- 
SION: 25% own two or more. 
CAMERAS: 59% own two or more 
still cameras. TRIPS: 61% take 
two or more pleasure trips a year. 


Holiday Extra-Unit Families are 
leaders of a new consumer elite. 
They are the families that will- 
ingly spend above the level of 
necessity for products and ser- 
vices that mean better living. 
Multiple ownership is becoming a 
new yardstick of selective selling 
because it represents exceptional 
buying action. Holiday’s more 
than 900,000 Extra-Unit Families 
are today’s most exciting market- 
ing opportunity. For a full report 
on the new Extra-Unit Study, con- 
tact your nearest Holiday office. 


HOLIDAY MAGAZINE 
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MICH 
MILLER 


Joining Mitch Miller and guests at 
his table can be a pleasant and prof- 
itable move for an advertiser. Lis- 
teners find the combination of Mitch, 
music, glittering guest stars and a 
no-holds-barred discussion of the 
entire entertainment world fascinat- 
ing fare. This special “inside show 
business’ flavor gives sponsors the 
inside track to a large and interested 
audience. In all radio, Mitch Miller 
is the kind of company you keep... 


ONLY 
ON CBS 
RADIO 
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BEATING THE IMPORTS 


Chicago—Apparently unafraid of Jap- 
anese competition, Zenith Radio Corp 
marks its entry into the miniature 
radio field with a shirt-pocket radio. 
Zenith expects great things of the all- 
transistor Royal 50 in this import- 
dominated market. Smaller than a 
postcard and only 1% inches deep, it 
is expected to become the largest sell- 
ing radio in the company’s history. 


EXTRA AD MILEAGE 


New York—Getting double mileage 
out of a testimonial-type ad in The 
Wall Street Journal, Emery Air 
Freight used it against competitors 
for the Brunswick Corporation's 
business. Proofs of the ad were lam 
inated into a desk plaque at a cost 
of 35 cents each, then flown via Emery 
to Brunswick warehouse managers 
The first morning the ad appeared 
each manager found the plaque on 
his desk with a letter from Emery re- 
questing that he look for the ad in 
his copy of the Journal—which in many 
cases arrived after the plaque. The 
letter went on to say that this was 
the kind of fast service that could be 
expected of Emery. Not only did many 
managers write in complimenting the 
air freight company on the clever de 
vice, but Emery got the account 


CREDIT PROBLEMS 


New York—Credit life insurance sell 
ing procedures came in for some criti- 
cism by the National Better Business 
Bureau recently Complaints concern 
ing the non-disclosure of the sale of 
credit life insurance led to a nation 
wide study to determine its prev 
alence. It was found that more than 
half of those buying automobiles on 
the installment contract plan buy 
credit life insurance without knowing 
it at the time of purchase. Not only 
that, but the consumer was often 
charged an excessive rate. 


ADVERTISING AN AD 


New York—No longer with 
merely advertising its sponsored TV 
Helena Rubinstein, Inc., 
now advertises a spot-TV commer ial 
A recent N.Y. Times 670-line insertion 
on the society page was toplined “To- 
night at 11:15, Channel 2,” 
on to announce a commercialized test 
for hair color restoration, using the 
company’s new Color Life Coverinse 


content 


programs, 


and went 
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PROMOTION BOMBSHELL 
New York—The biggest reaction to a 
promotion years was 
recorded by the Maytag Co. recently, 
when a postal clerk noticed a suspi- 
cious buzzing noise emitted by one of 
the parcels in the main Post Office 
He called the bomb squad. In minutes 
detectives, uniformed policemen, sev- 
eral pieces of fire-fighting equipment, 
the emergency service s« tes: and the 
bomb squad arrived on the scene and 
evacuated the northeast side of the 
building. When experts cautiously un- 
wrapped the “bomb,” they found a 
miniature gag model of a new home 
laundry appliance. Maytag’s public 
relations counsel, Philip Lesly Co., had 
sent some mechanical invitations to a 
press party through the mails. As the 
harassed bomb experts watched the 
buzzing contraption, a_ tiny hand 
emerged from beneath the cover and 
calmly shut itself off. 


device in 


IMPORTED ADS 


East Lansing, Mich.—Europeans are 
emerging from their apprenticeship 
in advertising. Their soft-sell 
mercials—such as those originally fea- 
tured on David Susskind’s “Play of 
the Week” last vear—are beginning to 
find ready markets in the U.S. Mich- 
igan State University’s Prof. John W 
Crawford, after his return from a tour 
of European agencies and TV com- 
mercial production studios, stated that 
while he was in Paris he saw half 
a dozen commercials being prepared 
for a Chevrolet dealer in Chicago 
Madrid, he reports, has become a bus- 
tling TV film center thanks to low 
production costs—even though Spain 
has no commercial television station 
on which ads may be shown. Fre- 
quently American 


com- 


advertisers no 
longer send personnel overseas with 
their orders, finding that scripts, 
story boards or story lines suffice 


on the MOVE 


DO CONFERENCES PAY? 


New York—Whether 
solving conference” is an 


the “problem- 
effective 
management tool is questioned by 
the National Industrial Conference 
Board. Its use in American business 
has increased rapidly since World 
War II. But conferences are costly 
affairs, and many conferences fall 
short of their goals Inept handling 
Board 
finds, but frequently enough there may 
hav e been no sound reason for holding 
1 conference in the first place. 


is sometimes the cause, the 


‘BIG BROTHER |{S 

WATCHING YOU’ 

New York—Telephone sales personnel 
at the New York sales office of Na- 
tional Airlines, Inc., 
cially nice to customers on the other 
end of the line. They never know but 
what the might be the 
company agent responsible for select- 
ing the winner of the 5-silver-dollar 
best-answering-agent award. Once a 


are always espe- 


“customer” 


MOBILE DISPLAY COMPACT 


Harrisburg, Pa.—A display 
unit that literally turns itself inside 
out is carrying the AMP Inc. story to 
the electrical and electronic industry. 
The company’s recently initiated ed- 
ucational and informational program 
is spread, lifted and stacked from a 
specially designed mobile unit to form 


mobile 


a panelized show-size display cover- 


week someone makes numerous calls 
to the staff in the guise of a potential 
customer, and then reports his choice 
to N.Y. District Sales Manager 
Joseph P. McGuinness. When Mc- 
Guinness gets the news, he immedi- 
ately drops whatever he may be doing, 
rushes over to the telephone sales 
agent’s post and, to the accompani- 
ment of loudly ringing cow bells, an- 
nounces the week’s winner. 


USEFUL MANAGEMENT 
TRAINING PROGRAMS 


Ithaca, N. Y.—Management training 
programs conducted at universities for 
individual companies should be limited 
to top and upper-middle management 
ievels, ponerse to a study published 
by Cornell University’s N. Y. State 
School of Industrial and Labor Re- 
Programs for lower manage- 
ment levels should be undertaken by 
the company. The university courses 
are too concerned with general con- 
cepts for lower levels that need refer- 
ence to specific jobs and policies 


lations 


ing an area of 51 square feet. Driven 
by an AMP sales engineer, the AMP 
Mobilab can be rolled into a company 
oarking lot, a building or any area 
7 enough to accommodate 40 to 
50 people. There is no need for special 
crews, attendants and other extra 
specially skilled personnel with their 
accompanying problems of scheduling, 
housing and feeding. 
(continued on next page) 
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GROSBY & 
CLOONEY 


When Bing and Rosemary signed for their weekday 
program, Variety wrote: “CBS Radio Still Makes Like 
Show Biz.” It's this network's tradition, of course. 
One that attracts audience ... sells for sponsors. 
Here, Bing and Rosemary join personalities like 
Arthur Godfrey, Art Linkletter and Garry Moore to 
offer personal salesmanship unequalled else- 
where, In all radio, this is the kind of company 


“ONLY 
ON CBS 
RADIO 
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How to 
win friends 
and influence 
sales 


Profit by 
HAMMOND 
premiums—their 
proven success is 
your guarantee... 


Television sets, tires, cereals, candy bars 
- - - Hammond premiums have helped 
sell them all! Popular Hammond prod- 
ucts are excellent for inexpensive give- 
aways, traffic builders or self-liquidators. 
The Classic World Atlas and convertible 
globe are only two examples of prestige 
items that succeed as salesman and 
dealer incentives. 

For complete information about Ham- 
mond’s wide variety of in-stock pre- 
miums, or a Sales-Builder Plan 
designed specifically to fit your 

needs, write J. T. McManus, §&) 
Manager, Sales Promotion Div. “— 


4 


C.S. Hammond 
& Company 
Maplewood 7, New Jersey 
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=§ f= MARKETING on the MOVE= 


IS HE EXECUTIVE MATERIAL? 


Washington, D. C.—American Cham- 
ber of Commerce Executives sa\ 
that chances for executive success can 
be measured early in a man’s career. 
In a recent intensive national survey 
conducted for the organization on its 
own executive personnel, some 35 
background history factors were 
identified as factors leading to top 
management success. The survey in- 
cluded over 600 executives through- 
out the country. 

Some of the factors: administrative 
and organizational talent; strong basic 
need to achieve success; significant 
pattern of leadership in high school 
and college (most successful execu- 
tives had good records of extra-cur- 
ricular activities in school). Most of 
the successful men came from stable, 
middle-class homes and worked at 
least part of their way through college, 
even where it was not necessary 


MORE MARKETS THREATENED 


New York—Foreign industry is at it 
again. Tele-Norm, U.S. subsidiary of 
a large West German manufacturer, 
will attempt to snap up unexploited 
American postage meter 
from Pitnev-Bowes, Inc., the only 
successful producer in the U.S. to 
date. Aiming at the 4.2 million firms 
that could but presently do not use 
meters, Tele-Norm will make a 5 Ib 
half the weight of the lightest Pitney 
machine) operationally flexible meter 
with a fixed monthly charge of $8.50 
and no additional charge for volume 
of postage. Pitney’s only fixed-rate 
meter ($6.00 a month) is its 12 lb 
desk model which has a $32.50 in- 
stallation charge. If Tele-Norm can 
increase the total number of meters 
now in use by 1%, it can expect to 
realize a minimum of $1,250,000 in 
sales and revenues after its first vear 
of operation. 

Since it signed a consent decree 
with the Justice Department in 
January of -last year, the American 
firm has been expecting competition, 
but hardly from this quarter. 


markets 


COUPON PROBLEMS SOLVED 


Englewood, N. J.—Complaints from 
retailers irritated by the chore of sort- 
ing and processing premium coupons 
may soon be a thing of the past 
Thanks to the new magnetic ink and 
processing equipment developed by 
Datamation, Inc., the store or super 
market can simply bundle up all 
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coupons and send them to a process- 
ing center for sorting and evaluation. 
The company, in cooperation with 
Lever Bros. Co., is using paper 
coupons with identifying symbols 
printed on them in magnetic ink. 
When passed through the processing 
machine, the symbols transmit a signal 
which is retained and evaluated auto- 
matically by the equipment. The proc- 
ess is expected to cut present coupon 
handling costs in half. 


CARS PLUS CHEMICALS 


Detroit—Looking for new markets and 
more competition, Chrysler Corp 
will take on six leaders of the con- 
sumer car-chemical field; Du Pont, 
Bardahl, Union Carbide, Lubriloy, 
Winn’s and Wagner Electric. Chrys- 
ler’s Cycleweld Chemical Products 
Division will bring out Moto Prep, a 
lubrication oil; Top Tonic, a gasoline 
additive; Start-N-Go, a lubricating 
oil for 2- and 4-cylinder engines; Keen 
Site, a windshield washer solvent; 
Pry, a heavy duty penetrating oil; and 
a brake fluid. The new products will 
be marketed in 50 states through car 
and truck dealers, fleet repair shops, 
independent SeTyV ice stations 


SCHOOL DAYS 


East Lansing, Mich.—This year, 
Michigan State University’s Manage- 
ment Seminars will draw some of the 
nation’s top business executives back 
to the classroom. Among the ten 
seminars included in the series are 
Sales Management and Marketing 
Management. The former is designed 
for managers concerned with field sell- 
ing operations and will stress the 
sychology of human relations; the 
om will provide marketing execs 
with new ideas and concepts in mar- 
keting decision-making and will help 
them to develop a marketing orienta- 
tion in executives not directly con- 
cerned with marketing. 


READERSHIP YARDSTICK 


New York—Want an easy-to-operate 
chart for measuring ad readership? 
Check with the Bureau of Advertising 
of American Newspaper Publishers 
Assn., Inc., 485 Lexington Ave., N. Y 
The bureau has a 4-page device that 
indicates on one table the percentage 
of readers reached by campaigns of 
one to 13 insertions, and the number 
of times they are reached; and on a 
chart of ad-noting curves, it shows 
measurements of the rate at which 
new readers are accumulated. 


=) |MMEDIATE PRODUCT IDENTIFICATION 
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mm FEWER SHIPPING ERRORS 

mm) LOWER REDISTRIBUTION COST 
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THANKS TO TRANSPARENT BUNDLING 
WITH AVISCO CELLOPHANE 


Manufacturers of products as varied as drugs, cigars, 
cosmetics, candy, razor blades and camera film have 
found cellophane unmatched for bundling. It offers 
substantial savings to manufacturers by eliminating the 
need for printed or labeled boxes and paper overwraps. 
It also saves time and money for distributors. For 
cellophane’s pure transparency permits visibility from 
the top, bottom and 4 sides of the bundle. This means 
instant product identification, faster count and reduced 
shipping errors. Even more, nothing compares with 


cellophane for sealing in freshness, and protection 
against dust. We offer a complete packaging service 
to assist you, and demonstrate how Avisco cellophane, 
plain or printed, will answer your bundling require- 
ments better than any other packaging material. Con- 
tact us for an appointment with our 
representative or a selected cellophane 

converter specializing in your field. 

Send for our informative booklet 

entitled ‘‘Cellophane Bundling.” 


AMERICAN VISCOSE CORPORATION, FILM DIVISION, 1617 PENNSYLVANIA BLVD., PHILADELPHIA 3, PA. 
SALES OFFICES ALSO LOCATED IN ATLANTA, BOSTON, CHICAGO, DALLAS, LOS ANGELES AND NEW YORK. 
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PRE-SELL OVER A MILLION AND A HALF TEEN READERS 
WHO EACH SUPERMARKET $10 WORTH A WEEK! 


Put your brand in her hand! Tell her and sell her 
before she reaches the store. We’re speaking of the 
i! This 


we know. Our rocketing readership tells you so. 


daughter of the house. And she reads “TEE! 


Here are some appetizing facts about our 2,600,000 
teenage readers and their habits: - 68% shop at a 
supermarket alone at least once a week! - 59% select 
brands of merchandise themselves! - 58% spend be- 


tween $5 and $15 per week when shopping ! 


And there’s more and more and more we know. Facts 
and figures we collect from a representative cross- 
section of the national teenage market. We pass this 
valuable data along to advertisers as one of the many 


benefits in buying "KEEN magazine. 


Our "TNCB, “TEEN NATIONAL CONSUMER 
BOARD, can help you tell and sell our millions of 
readers. Can give you the inside scoop on teenage 
tastes. To put your brand in her hand, put your 
message before her eyes. Call or call on a "TEEN rep- 


resentative at your nearest Petersen office today! 
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LOS ANGELES 
5959 Hollywood Blvd. 
HOllywood 6-2111 


CHICAGO 

360 North Michigan Avenue 
FRanklin 2-6067 
DETROIT 

3337 Book Building 

W Oodward 3-8245 

NEW YORK 

17 East 48th Street 

PLaza 1-6690 


SAN FRANCISCO 
155 Montgomery St 
EXbrook 7-5367 

ST. LOUIS 

915 Olive Street 
GArfield 1-5153 
CLEVELAND 

834 Schofield Building 
MAin 1-2006 
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ForT WORTH STAR-TELEGRAM 


HOUSTON CHRONICLE 
San Antonio Express 
and NEWS 


SELLS THE VITAL TEXAS MARKET! 


§ GREAT TEXAS NEWSPAPERS IN TEXAS’ 5 DOMINANT CITIES 


eae ARSE 


COVER 153 COUNTIES DAILY 
74260 0 CIRCULATION 


5 Sid WATS 


. | “ z\ j ’ 
M4 u SS PS) a YUN U / 


Rk: a hs ( Chsedaais Miaee ara & 


ONE ORDER-ONE BILL-ONE REPRESENTATIVE | 
THE POINT OF DECISION - THE AREA OF INFLUENCE 


CORPUS CHRISTI CALLER AND TIMES COPTIONAL) 


SEE YOUR BRANHAM MAN FOR DETAILS 
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LETTERS TO THE EDITORS 


marketing brain-picking 


Although-I anticipate receipt 
of each issue of SM and endeavor to 
go through it thoroughly, I always 
end up with a disappointed feeling 
that there doesn't seem to be any at- 
tention given to the thousands of small 
manufacturing concerns. .. . 

In my opinion, the more firmly en- 
trenched and highly organized man- 
agement growths of major industries 
in this country have personnel to cope 
with the majority of their problems. 
We little fellows run the risk of com- 
pounding our errors as we continue 
the trial and error method of self- 
education 


F. R. Wricet 


Sales Manager 
Jarke Manufacturing Co 
Niles, Ill 


& Haven't you answered your own 
question? The ideas and articles car- 
ried in SM (whether about large or 
small companies) endeavor to present 
the answers that others have found 
not only by trial and error but by re- 
search, study and testing. Case his- 
tories are selected for idea content, 
not company siz 


no secret hand 


The statement that our company is 
“reported” to produce private-label 
brands [“The ‘Secret’ Hand in Private 
Brands,” SM, Sept. 16) is completely 
in error. S. C. Johnson & Son, Inc., 
does not manufacture or market any 
products under a private-label brand 
Every product manufactured by our 
company carmes our brand name 


E. O. Jones, Jn 


Publicity Manager 

Public Relations Department 
S. C. Johnson & Son, Inc 
Racine, Wis 


too hot to handle 


. . I sensed arson or at least in- 
trigue when I found a completely 
charred remnant of a magazine page 
between pages 44 and 45 of your 
September 16 issue 

Any significance? 


M. M. Crawrorp 


Grocery Sales Dept. Manager 
Swift & Co. 
Chicago, Ill 


& Our advertising salesmen have a 
pat answer to your query; they would 
tell you that SM is getting hotter and 
hotter with each issue. Actually, your 
charred remnant is a result of a bad 


dose of overheating given to one of 
the sheets going through the printing 
presses. 


TV fan? 


Re: “They'll Slice Radio Differently 
This Fall” [SM Sept. 16]. 

If this is true [that interest in radio 
is on an upswing] then why don’t the 
stations program to the adult audi- 


eT e? 


Jor LAWRENCE 


Kaiser Aluminum & Chemical Corp. 
Atlanta, Ga. 


the woman behind the man 


I am probably only one of thou- 
sands of secretaries who read Sales 
Management 

It is very helpful to me as there 
ure always one or two articles which 
I think would be advantageous for my 
Boss to read. This in turn helps me 
to understand his job better and, 
naturally, means I can be a more com- 
petent secretary... . 


Rose E. Morrison 


District Sales Office 
Fischer & Porter Co 
Needham, Mass. 


down-to-earth sales training 


Let's hope every local, district, re- 
gional and national sales manager 
reads Eugene Whitmore’s “Let's Get 
Sales Training Back into This World” 
(SM, Sept. 16] 


R. F. MacLeisu 


Manager, General Advertising 
The Sentinel-Star 
Orlando, Fla 


. . So much passes for sales train- 
ing that is either silly or incomplete! 
There's product training—necessary to 
sales, but not training in how to sell. 
There’s training in operating pro- 
cedures—how to write up orders, how 
to price goods. what to do about 
shipping, etc. And finally, there is 
training in how to sell, which may 
be called the college level of sales 
training, except when it fails to start 
with a field survey of selling methods 
to uncover the specific needs of the 
particular sales force 

Thanks for the article on get- 
ting sales training “Back into This 
World.” ... 


Heatu Van Duzer 


E. Heath Van Duzee and Associates 
Montclair, N.J. 


In 
Catholic 
Institutions 


Concentrated 
Coverage! 


CATHOLIC 
MANAGEMENT JOURNAL 


400 North Broadway 
Milwaukee 1, Wisconsin 
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SALES MANAGEMENT Announces A New 


DIRECTORY 


OF 
KEY 


PLANTS 


Accounting for Half of All Value Added In U. S. Manu- 
facturing for All Plants with 500 or More Employees 


SAMPLE PAGE 


Plant Name 


| County | 


Address 


Product 


| Bay International Paper 


| Bay International Paper 


— —_——_+—__ 


EE 


Panama City 


Pulp Mills 


Panamo City 


Paper & Bd 


| Bradford Humphreys Gold Corp 


| Broward Universal Concrete Pipe 
ences ; 


Lawtey 


Box 215 Dania 


a 4 


i 
i 


Dade City Products 


) Dade Lawnlite 


Adams Engineering Co 


Miam: 


Titanium 


Pipe 


ee 


ice 


EE 


2097 


Box 97 Miami 


Outdr furn 


2514 


Ojus 


mtl furn 


2514 


Miami Daily News 


Box 410 Miami 


Newspaper 


2711 


Miami Herald Publishing Co 


Maule Industries 
| Dade Ludman Corp 


= EEE 


Noma Spray Div Noma Lights 
Jno Swisher & Sons 
National Container Co 


St Regis Paper Co 


Box 645 Miami 
Box 276 North 
Miami 
Jacksonville 


Jacksonville 


Newspoper 
sand rock 
extrusions 
sprinklers 


Cigars 


2711 
3272 
3352 
343) 


2121 


Paper & Bd 


Paper & Bd 


2612 


EE 


2612 


Box 910 Jacksonville 


eas ! 


No other directory covers all industries, and reveals employment 
in each plant, an item which in most directories is handled by code, or as 
in Census releases is generally blacked out. Yet only if you know how 
large a plant is can you estimate its potential to you. 


In addition to the classification of plants by area shown above, we 
also show all plants in each 4-digit SIC Industrial category ranked in 
order of employment. 


Here, for example is part of a sample page showing the ranking of 
plants in the aircraft industry (which incidentally is the industry having 
the largest plants in the nation.) 


SAMPLE PAGE 


INDUSTRY 3721-Aircraft 


County Plant Name Location 


King Boeing Airplane Co 7755 E Marginal Way Seattle 


San Diego Convair Div Gen Dynamics 3165 Pacific Hiwy San Diego 


Sedgwick Boeing Aircraft Co Wichita 


Los Angeles | Douglas Aircraft | 3000 Ocean Pk Santa Monica 


| 
Los Angeles Northrop Inc 1001 E Broadway Hawthorne 


Los Angeles Douglas Aircraft Long Beach 


Tarrant Convair Div Gen Dynamics Grants Lone 


{ Baltimore Martin Co | Middle River 


—, a 
This directory, covering nearly 6,000 plants, was prepared after a year of intensive research 


by Dr. Jay M. Gould, Managing Director of MARKET STATISTICS, INC. and Research Director of 
SALES MANAGEMENT, and is being offered at a special prepublication price of $48.00. 


- Gentlemen: 


eee : ia 
The understanding is that we will be billed at the 
price of $48 for a single copy, $40 each for two or i 
price will be $60 per copy) “t 


Authorized Signature 


..../Cheek Enclosed 


-SM 


The Marketing Banker 
Hugh M. Redhead is about to put 


his favorite theory into actual prac- 
tice: He believes that advertising and 
banking share concepts of service and 
trust to an extent not present in any 
other marketing environment. So he’s 
left the ad agency of Fuller & Smith 
& Ross, where he’s been v-p, director 
and manager in Pittsburgh, to join 
The Mellon National Bank and Trust 
A v-p of 


Le gical as 


Co. as v-p of marketing 
marketing for a bank? 
doughnuts and coffee, says the big 


Effec - 


tive selling and communication, in 


guy (his hobby: weight lifting) 
what manv consider to be the area 
of intangibles, is an ability Redhead 
has honed to a fine degree wer 14 
years in advertising 


And Mell mn 


in banking circles with many new 


gency operation 


which has led the way 


services, sees the expansion of its 
marketing department as the most 
logical wav to coordinate sales and 
communications of these new devel 
opments. Mellon introduced in-plant 
banking in Pittsburgh 

] 


longer banking hours, set up auto- 


instituted 


matic check-sorting service and fast 


} 
clearance programs in the steel city 
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THEY'RE IN THE NEWS 


BY HARRY WOODWARD 


These required intensive communica 
tion to the industrial and commercial 
enterprises as well as to the public 
A marketing department seemed in 
order Redhead, once a design 
engineer for Western Electric, later 


went into advertising, on his own, 


The Clean Sweep 


Peter J. King, a Depression baby 
got to thinking about all the postwar 
babies, all those new households, all 
that post-bellum prosperity. And it 
seemed pretty obvious to him that a 
bov couldn't do better than fix him- 
self up with a career that would com- 
bine sales and housewares. The minute 
he graduated from Bowdoin College 
he hied himself to Brooklyn’s Abra- 
ham & Straus department store. He 
became the youngest housewares 
buyer in the store’s history and, per- 
haps, the youngest ever hired by a 
major store. The training paid off: 
He’s been appointed director of 
marketing for Bissell, Inc., the com- 
pany that made your mother’s carpet 
sweeper. But Bissell 


makes other 
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handling only electrical accounts. He 
joined Fuller & Smith & Ross in "48 
as an account executive and v-p. He's 
daughters, de- 


married, has three 


scribes his new job as “looking at 
things from the customer's point of 


view.” 


things, too. Since the war it has got- 
ten into fabric cleaners, rug cleaners 
with special applicators And part of 
its current success is due to stocky, 
sloe-eyed Pete King: Before he moved 
into his new post he had been director 
of new products. Now he'll be re- 
sponsible for all phases of the com- 
pany’s marketing operations, includ- 
ing sales, advertising, traffic and sales 
promotion. King joined Bissell in 1958 
as New England sales manager (he’s 
a native of Lowell, Mass.). Just one 
year later he moved up to the new 
products post. Says his hobby is work 

but rates American history second. 
The Kings have four kids. “My wife 
is one of the biggest single users of 
the company’s products,” he says, as 
the patter of little feet are heard in 
the family living room. 


Now, a box with a built-in second color 


(More packaging news from International Paper 


New Goldkraft.* An amazing golden packaging 
board that saves you an entire printing process. 


printing 


entire 


oldkraft 
many rugg¢e 


er} ] 


woaras 


new 


labama research center 
been developed that builds 
ard right on thre high 


Ne W Goldkraft VM ill 
1 boxmaker the substantial 


golden color ! » the bh 


speed pape Li hrine 


continual 


] 
ao ri 0 


vur ability to 


an ext r printing 


| 
inother example of 
| 
ttractive ind economical packa 


ng papers and boards for industry 
, 


Experi nental pap rmaking pro 
] 


esses are if 


deve lopr vent at International Paper s 


16 mills and in its research centers, Last veai 


~ 


ur staff of 322 


inswered mquiries 


pac kage and researe h counse lors 


at the rate of one every 7 


minutes 

International P iper can prov ide vou with the 

of boards and packaging 
1] 


issistance in the industry. Cal 


widest range papers 


us or contact your 
converter—he’s probably been doing business 


with us for years 


A) INTERNATIONAL PAPER New York 17, N.Y. 
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Let us pamper you with good old-fashioned service 
on Capital's V.I.P. flights to New York and Washington 


No, no. . . don’t reach for your wallet! We couldn’t accept a penny more 
than the regular fare. To Capital, you’re a Very Important Passenger 
... entitled to delicious meals, champagne, even flowers for your lady! At 
your command is the swift, silent, jet-powered Viscount. Want to work? 
Ask the hostess for a ‘“Dictet’’ tape recorder. And when you arrive, 
refreshed and relaxed, there’s no wait for luggage. Next time you fly, be 
a V.1.P. Call your travel agent or Capital Airlines for reservations. 


AIRLINES 


HENRY J. KAISER 


Builder, Dreamer, Super-Salesman 


At 78, Henry J. is still the most dynarnic marketer of them all; 
he creates markets where none existed. He's building autos 
in Argentina and a 75,000-family community in Hawaii Kai. His 


interests are boundless. Latest include fast boats, faster planes. 


NOVEMBER 4, 1960 


By LAWRENCE M. HUGHES 
Senior Editor 


Ah, but a man’s reach should exceed 
his grasp, 
Or what's a Heaven for? 


The quotation is from Robert 
Browning. The quoter is a man who 
dreamed and started and, today as 
“founder chairman,” continues t 
dream up and sell a lot of enterprises 
and their wares. His name is Henry 
John Kaiser. He is the first to admit 
that the shaping of the big, broad 
complex economic Kaiser “empire” 
stems from extraordinary abilities de 
veloped in “ordinary” peopl 

Critics have been cynical. Some 
have said that Henry J. invented 
“corn.” Does he not overwork the 
words “faith” and “love and service 
to people”? 

One of his favorite songs 1S “Oh, 
What a Beautiful Morning!” (In this 
as vou will recall, the corn grew as 
high as an elephant’s eve.) 

He is stirred by the musical render- 
ing of “The Lord’s Praver.” At his 
mother’s knee he learned “the price- 
less treasure of the will to work.” 
He dotes on his family: “I am sure 
that Edgar, Junior and Gene were 
gifts of God.” 

Son Edgar is now usually chair 
man of the various companies. Henry 
Jr. coutinues to be active despite long 
illness. Gene is Eugene E. Trefethen, 
Jr., aow usually vice chairman, who 
was “adopted” and reared by Henry 
Sr. after his mother died. 

Among the four, Gene is the great 
unsung. “Vhile Henry Sr. is off start- 
ing still another satellite in, savy, Tim- 
buktu, and Edgar is tackling specific 
problems (from financing the late 


HENRY J. KAISER 


Kaiser-Frazer to settling the recent 
steel strike), Gene usually is back in 
Oxkland, keeping the whole shebang 
m the track 

By now the Kaiserites may have 
compiled enough evidence to con- 
found a generation of critics. Fifteen 
go Kaiser Sr. was still being 
“the coddled darling of 
the New Deal.” Of course, his five 
yards had built one-third of all the 
ships from U.S. yards in World War 
II. But had he not done these and 
other chores with “onls 
$100,000 of private funds”? 


Kaiser replied that private 


vears a 


' 
damned as 


wartime 


invest 
ment in his vards exceeded $32 
million. Moreover, Kaiser methods of 
shipbuilding saved the Government 
$466 million And as for being 
ungeled by Uncle Sam: “We paid back 
$1.23 for every $1 we got from the 
Government.” 

By 1953 the critics knew that 
“Kaiser-Frazer is finished.” Did this 
also mean that all the big Kaiser 
bubbles were bursting? 

Today, world-wide sales of the 
Kaiser Willys Motors, Inc., are virtu 
lly as large as were K-F’s at peak 
In this country alone the 


parent 
Willvs company, excluding 


foreign 


continued) 


subsidiaries, earns about $8 million 
on $150-million sales. 

A decade ago one _less-cynical 
critic—Fortune—asked: “Where in the 
whole sensational history of private 
enterprise is there a success story to 
match that of Henry Kaiser?” 

Since then Kaiser Steel’s sales have 
doubled. Kaiser Aluminum & Chemi- 
cal’s sales have trebled. Kaiser's Per- 
manente Cement sales have quadru 
pled. Today, 60,000 
Kaiser's 50 enterprises and 50,000 
work directly for them. More than 
800,000 have put their good money 
regularly, as Be sel wens in the Kaiser 
Foundation Health Plan (which oper 
ates 14 hospitals from Utah to 
Hawaii). Millions more buy and use 
Kaiser products. 

Fifteen vears ago Henry Kaiser 
said: “We have no friends except the 
people of the United States.” 

He has since changed the last five 
words to the people of the 
world.” Slogan of all Kaiser com- 
panies is: “Building Together for a 
Better World.” 

The man’s success story still is far 
from done. When he was 66 he told 
me that he might think about retiring 
at 92. Today, at 78, he is launching 


pet yple ownth 


Kaiser Sets a Withering Pace 


To keep up with H.J.K. one must travel. 

Having interviewed the 78-year-old-founder-chair- 
man of 50 Kaiser enterprises in his New York office, 
Mike Hughes, SM’s Senior Editor, went out to Waikiki 
Beach, Honolulu, Kaiser's personal heedquarters, to 


check on activities there. 


In one corner of Henry J.’s office was a coaxial 
A cable will carry 50 TV channels at 
Hawaii Kai. “Mr. Kaiser thought he ought to learn 
how it works,” said an executive. 

In the same office was a model of a boat—the 
Buehler Turbocraft (said to do 200 mph) now being 
tested. Kaiser may stort making pleasure boats. 


cable kit. 
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some of his most sensational projects 

In the last decade, he has seen 
the combined sales of all his com- 
panies doubling to $1 billion, and 
their combined assets trebling to $1.8 
billion. But all this may be 
chicken-feed when compared with 
what's to come: In addition to “people- 
partnerships” in such countries as 
Argentina and Brazil, Israel and India, 
Kaiser is reaching farther into the 
Far East. And in our own newest 
state in the next five vears, Kaiser 
and associates will bet $1 billion on 
the building of a community—Hawaii 
Kai—for 75,000 families 

The son of an immigrant German 
cobbler, Kaiser first went to work for 
a living at 13 in a Utica, N. Y., dry- 
goods store. From curtains and no- 
tions he advanced to selling photo- 
graphic supplies. Soon he had his 
own photographic studio at Lake 
Placid, N. Y., and branches in Florida 
Then he went to the State of Wash- 
ington and sold hardware. From sell- 
ing sand and gravel, he graduated 
into road-building, for which he 
formed his own company in 1914 

He first became known nationally 
as organizer of the Six Companies 
group which built Hoover Dam 


Kaiser is also planning to do something about 
Mach 3 (2,000 mph) commercial planes. Haweii 
should be only an hour from the West Coast. Af 
Hawaii Kai, $1 billion will be spent to house 75,000 
families. On the 7,000 acres of rock, lava and coral 


out beyond Koko Head, where Hawaii Kai is begin- 


ning to take shape, great pink (Kaiser's iatest color) 
bulidozers, drillers and cement mixers are speeding 
the excavation. 


Henry Kaiser's far-future projects range from super- 
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sonic planes to solar-freshened sea water and drugs 
that will “help you live past 100 years of age.” He 
has things to do. 


After World War II the Kaiser 
companies were selling materials to 
a wide group of customers. With 
Kaiser-Frazer, the “family” first met 
the problems of making and market- 
ing consumer products. And in the 
past five years, with Kaiser foil, 
they learned merchandising through 
grocery and other stores 

Henry Kaiser finds merchandising 
and advertising “no different” from 
say, dam-building or steel-making 
“In all jobs,” he tells SM, “you must 
work with and convince people. You 
must persuade.” 

One of his axioms is: “The way to 
get things done is to surround your- 
self with people who know more than 
you do.” 

The group of companies functions 
through a combination of vertical and 


horizontal management. Each major 
ompany is operated vertically, with 
its own board and officers 


> Over-all poli y guiding the entire 
group, however, is determined by 
Henry Sr., Edgar, Henry Jr. and Eu- 
gene Trefethen, in cooperation with 
the individual company general man 
agers and with the heads of such 
horizontal services as industrial and 
public relations and legal 

Henry Kaiser believes that “this 
form of vertical management—with 
its strong degree of autonomy and 
self-responsibility — provides speed of 
operation, incentive and flexibility.’ 
At the same time, “the horizontal 
checks and balances draw the com 
panies together in singleness of aim 
and purpose 

“Our companies represent indi- 
vidual members of a family, with in 
dividual personalities and needs. Men 
are given decisions to make—and left 
alone to make them.” Thus they are 
given “the incentive to reach beyond 
themselves, and discover the joy of 
achievement.” 

Henry J. Kaiser has been called 
many things. But perhaps the word 
that came closest to leaving him 
tongue-tied came some years ago 
when one long-winded toastmaster in- 


HENRY J. KAISER 


continued) 


xduced him as a magician. up to now, would you have 


Kaiser rose, gave out with one of differently?” He replied: “I'd like to 
his warmest smiles, said he liked the do everything over And when 


} 


introduction and guessed he was a suggested that he list his “three bi 
nagician: “Do vou know why? Be gest bloopers to date.” he threw 


1use a magician 


f assistants behind the curtain set- of them 


ting uj he tricks so that all the my quota to one blooper a day! 
miracles can take place without a My date with Henry Kaiser 
hitch Then when the job's under set originally tor Honolulu, wh ‘Tre he 


mtrol, out steps the magician.’ 


He would be the last to suggest his ind where. I was sure, he would tr 
ywwn infallibility. I asked him: “What to sell me real estate. Instead, a week 


Henry Kaiser Bets 


$1 Billion on Hawaii 


In 1950 Henry Kaiser, then 68, came to Waikiki for a brief 
rest. He soon fell in love with Hawaii. Before long, he was bet- 
ting a cool billion on its future. 

As U.S. territory and then a state, for 60 years, Hawoii has 
been built on a sugor-and-pineapple ecenomy, under the careful 
cultivation of the “five families.” 

Kaiser challenged the Castles and Cooks, efc., by predicting 
that “tourism will dwarf agriculture.” 

Between spring 1960 and fall 1961 he will double the number 
of Honolulu hotel rooms from 5,157 to 10,000. By 1970, he 
predicts, the island of Ochu alone will need 20,000 hotel rooms, 
many of them outside Honolulu. By then Oahu’s population will 
quadruple to one million. ; 

The Islands’ cement-making capacity was said to be 125% of 
current needs. Then Kaiser's Permanente company moved in, at 
a cost of $13.5 million, and doubled it. Permanente uses coral 
limerock as its main raw material, employs nuclear metering of 
material flow, closed-circuit TV for inspection, and “magnetic” 
control of dust. 

Kaiser aluminum, steel and other operations are expected to 
follow. The founder-chairman has set out to find “how many 
materials can be produced or fabricated right here.” The 7,000- 
acre Hawaii Kai community would be its own “primary market.” 

Hawaii Kai's first few “sample” homes were completed last 
month (Oct.). But at the rate the dredges, pile-drivers and earth- 
movers are now going, the whole new community for 75,000 
families should be done by 1965. 


has a whole bunch his hands: “There have been thousan¢ 
I'm now trying to reduce 


now makes his personal headquarters 


before my departure he came to New 
York and sold me Kaiser foil 

Today, the largest manufacturing 
company in the “family” is Kaiser 
Aluminum & Chemical Corp. Its 
issets are nearly $800 million: last 
vear its sales topped $435 million 
Though “containers and packaging” 
still take only about 7% of all the 


aluminum industrv’s non-Governmen 


tal shipments this recently has been 
the fastest growing category And 


though Kaiser got in early with alumi 


num cans, it was very slow with 
aluminum foil. Since 1956, however, 
this company’s share of the house- 
hold foil market has climbed from 
3% to 16% 

The big, baldish, brown-eyed man 
looked a bit slighter than when we 
last met in Oakland in 1948. He talked 
more quietly. His clothes were quieter 
too. Instead of that flame-vellow tie 
which clashed against Oakland’s bright 
green decor he wore a simple black- 
and-white affair with a white shirt 


His New York office at 300 Park Ave 
also seemed relatively subdued 


But his enthusiasm for projects 


products and people is as strong and 
contagious as ever 

On the semicircular desk wer 
several red-and-white packages ot a 
new-type Kaiser “pop-up” foil. The 
original Kaiser foil was his baby, and 
so is the pop-up version He made 
me pull out so many interfolded shin 
sheets, that I felt a strong urge to 
blow my nose some of them 


Each packag ymtains two hun 


dred 9 in. by 10% in. sheets, de- 
signed (it says on the package) for 
“hotels, restaurants, caterers, drive- 
ins, schools, hospitals, institutions, 
markets.” Illustrations show the sheets 
being used for cooking such foods as 
baked potatoes, for holding chic ken 
parts, and for storing and serving 
various victuals. The package adds 
that such “foods to go” as sandwiches 
and salads are “fresher, more accept 
able when wrapped in 
Kaiser foil 5 

Kaiser expects the new product to 
spur more and wider usage. At this 
stage it is still being tested in several 
markets, without benefit of advertis- 
ing. “To estimate repeat business,” 
he explains, “we put in a post card 
asking customers what they 
think of it and whether they would 
re-buy. In Honolulu, 5% of the first 
1,000 purchasers returned the cards 
All of them said that they would re 


buy 


sparkling 


store 


“Price and profit margins are 
similar to those of our regular foil 


But we still can’t guess how much 


the new product will add to our total 
foil sales. . . . Also, I want to make 
sure that our salesmen have enough 
guts to make the most of it!” 

(For all his faith in people and 
their potentials, Kaiser implies that 
they will do even better under a bit 
of prodding. He also gets miffed when 
some of his “practical” associates dis- 
miss his personal ventures and dis- 
coveries as “dreams”: In organizing 
Industrias Kaiser Argentina S. A., a 
Willys affiliate, six years ago, he says, 
“I took four trips to Buenos Aires 
in three months. But our people 
wouldn’t even read my _ reports!” 
Kaiser Argentina is now a _thriv- 
ing 3-way partnership between the 
government and people of Argentina 
and Willys. The Cordoba plant em 
ploys 6,000 people and the operation 
makes about $6-million profit on $45 
million volume 

Promotionally, in the U.S., Kaiser 
came into his own with a network TV 
show appropriately named “Maver 
ick . Henry himself has been called 

(continued on page 86 


HENRY KAISER ON THE JOB at Hawaii 
Kai. He moves fast, and he likes to 
know how things actually work. A few 
years ago he made it known that he 
wanted a 2,000-seat geodesic dome- 
type auditorium for Hawaii Village— 
and he wanted it done in five days. 
His aides taught Hawaii workers the 
tricks in 15 minutes; they built the 
auditorium in 20 hrs. It pleased H.J.K. 


PART Il 


FOOD PACKAGES as housewives see them 


‘New Packaging That We Want’ 


Housewives make known their desires for specific types of new 
packages for different kinds of foods . . . give their opinions of 


such packaging ideas as aluminum cans, soda in cans, decora- 


tive containers, multiple packages, 


etc . . . and plainly show 


their strong liking for almost all kinds of plastic packaging. 


ODAYS HOMEMAKER is no 

slouch when it comes to packag- 
ing. She’s pretty much fed up with old- 
style packages that are Tifficult to 
open, inconvenient to use or store, 
impossible to close tightly for storage 
She buys more products in new, effi- 
cient, convenient packages — in fact, 
she will usually pay a little more (and 
often switches brands) to get such 
features. And she expects to be able 
to buy a modern package—she grows 
more and more impatient with the 
marketer who does not offer it to her 
Convenient and efficient packaging is 
not a special treat to her; it is fast 
becoming her birthright. 

These were essentially the attitudes 
reported in Part I of this series on 
consumer attitudes toward packaging, 
published in the October 7 issue 
of Sales Management. Conducted by 
National Family Opinion, Inc., of 
Toledo, Ohio, this exclusive 3-part 
survey represents the opinions of a 
nationally balanced sample of 1,089 
housewives 

In Part I, homemakers created an 
image of receptiveness to new ideas, 
of eagerness for better packages, of 
disgust with inefficiency and incon- 
venience. But in Part I they were 
talking about packages today. Much 
of this image was developed through 
hindsight. 
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Can it really be said that house- 
wives are dissatisfied with old-style 
packaging, even when there is no 
new package with which they can 
compare it? 

Do homemakers have the imagina- 
tion to know what packages could be 
a and how? Does the house- 
wife, as her Part I image suggests, 
have an active desire for improvement 
—or just a passive, “it’s easy to find 
fault” dissatisfaction with the old? 

Part II upholds the image. 

In fact, the results of one question 
show that, to a degree, the house- 
wives are a bit ahead of the pack- 
agers. This is how it went: 

Respondents were asked to look 
at a list of six types of food products, 
then check which of these types of 
containers would be best for each: 
plastic, cardboard, metal or glass, and 
why. The results are somewhat sur- 
prising (Table I). 

Plastic stole the show. This pack- 
aging baby won the greatest number 
of mentions in two categories, frozen 
fruits and dairy products. And it 
made a very strong showing for 
frozen vegetables. 

C ardboard, with all its connotations 
of cartons that must be hacked open 
and taped shut, was weak indeed. 
Although it was undisputed leader 
for the dry cereals category, little 
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else could be expected. But it has 
lost ground significantly in such 
traditional cardboard strongholds as 
frozen fruits and vegetables and 
dairy products. 

Metal and glass were tied for 
preference in juices, but plastic could 
very easily make it hot for both ty 
of containers. Metal edged out glass 
in the processed-food area, but not 
by as much as might be expected. 

Here are the details: 

Juices—Metal and glass split top 
honors, with 42% of respondents 
favoring each. Of those who prefer 
metal, these are the reasons given: 
unbreakable (35%), easy to handle 
(16%), easy to store (16%), keeps well 
(9%), leakproof (8%) and economical 
(7%). 

The reasons given by those who 
prefer glass were considerably differ- 
ent: tastes better (24%), keeps well 
(18%), can see contents (13%), easy 
to store (8%), and looks nicer (7%). 

On the surface, it would appear 
that the metal lovers and glass fans 
are hopelessly deadlocked, each with 
their own ideas of what a juice con- 
tainer should be. But there is a dark 
horse in the race: plastic. Although 
only 12% of total respondents checked 
plastic as the ideal juice container, 
the reasons given by the housewives 


combine to a great degree the rea- 


sons listed by both those in favor of 
metal and those in favor of glass: 
unbreakable (34%), easy to handle 
(18%), easy to store (16%), tastes bet- 
ter (13%) and keeps well (12%). 

Although there seems to be little 
in the way of a ground swell for plas- 
tic juice bottles, it would be unwise 
to rule out the possibility of a surge 
in such containers to satisfy both 
major camps of juice drinkers. 

It is also something of a surprise 
that the re-usable characteristic of 
glass and plastic bottles received little 
mention. It is probable, however, that 
the “looks nicer” comments about the 
glass reflects the popularity of the 


re-usable decanter-type container. 


Processed (“canned”) Fruits and 
Vegetables — Quite predictably, metal 
scored with considerably more than 
half of the respondents, but glass did 
show a relatively strong appeal, with 
just over a third of the women voting 
for it. Here are the leading reasons 
why homemakers like metal cans: un- 
breakable (27%), stores well (21%), 


HOW MUCH IS LEFT? Homemakers who 
like their juice packed in glass (left) 
often give visibility of contents as the 
reason for their preference. Here, a 
hostess sees that plenty is left for later. 


A CASE FOR PLASTIC: An armed assault 
is sometimes the only way to open a 
metal-ended frozen fruit box (right). 
This is a big reason why many women 
prefer plastic containers for the job. 


keeps well (12%), used to it (10%), 
economical (7%) and easy to handle 
7% 

Those who preferred glass gave 
these reasons: can see contents (37%), 
taste is better (12%), keeps well (9%), 
looks nicer (8%), and stores well (6%). 

As was the case with juice, home- 
makers seem to be divided along the 
very simple line of the sturdiness of 
metal versus taste appeal and trans- 
parency of glass. But chances are 
much better that this represents a 
truly static situation. There was vir- 
tually no support for plastic (3% of 
total), and, Nthough it is probably 
possible to create a plastic container 
with the advantages of both metal 
and glass, the lack of support for such 
a container seems to indicate a high 
level of satisfaction with present con- 
tainers. 


Frozen Fruit—Plastic scored some- 
thing of an upset by outrating the 
traditional cardboard, with 45% of 
homemakers going for — as op- 
posed to only 35% choosing card- 


TABLE | 


Juices 

Processed (“canned”) fruits 
& vegetables 

Frozen fruits 

Frozen vegetables 

Dry cereals 


Dairy Products (such as cottage 
cheese, ice cream, etc.) 


Homemakers Choose the ‘Best Possible” Packages 


Question: “All things considered, which kind of package or container 


do you think would be best for each type of food product 


listed?” 


Ue it ie 
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board. The case for plastic becomes 
even stronger when the reasons for 
selection are studied: 

On the preferences for plastic, 
these reasons were given: easy to 
handle (20%), can see contents (16%), 
easy to store (11%), leakproof (11%), 
re-usable (9%), keeps well (7%) and 
keeps taste well (6%). 

Those who preferred cardboard 
gave these reasons: easy to store 
(27%), easy to handle (17%), past 
experience (10%), more economical 
(7%), keeps well (5%) and easy dis- 
posal (5%). 


> In this case, it is practically a sure 
thing that plastic will gain a stronger 
and stronger position. The biggest 
reason for liking the cardboard pack- 
age is that it is easy to store; in other 
words, it is a squarish package that 
stocks well in the freezer. This fea- 
ture could be incorporated in a plas- 
tic package. The second strongest 
reason for liking cardboard, its han- 
dling characteristics, is the strongest 
reason for liking plastic. 

And the “experience” and “econ- 
omy” (reasons for liking cardboard) 
are weak indeed. In fact, the “I've 
tried cardboard and liked it” reason 
is hardly a reason at all. It is a safe 
bet that many of these housewives 
would turn to plastic if they were 
persuaded to try it. And if plastic 
demanded no (or even slight) price 
increase, the economy angle would be 
irrelevant. 

The very same thing holds true in 
the frozen vegetable category. Here, 
cardboard beats out plastic. The 
traditional package is preferred by 
54% of homemakers; but plastic, a 
package seldom if ever used for frozen 
vegetables was named by 38% of re- 
spondents. This is the way the rea- 
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sons for preference line up: 
‘ 

Those who prefer cardboard do so 
for these reasons: easv to store (25%), 
handle (18%), experience 

15%), more economical (7%) and 
easily disposed of (6%). 


*as\ to 


Those who prefer plastic do so be- 
cause of these characteristics: easy to 
handle (20%), can see contents (17% 
stores well (11%), re-usable (8% 


, and leakproof (7% 


age could be given the easy-to-store 
qualities of the traditional cardboard 
package, it could easily be a world- 
beater. 

Cardboard does come through ver 
strongly for drv cereals, however. A 
whopping 82% of women chose it, 
against a mere 12% who favored plas 
tic, the runner up And, with the im 
provements that are being made in 
the cereal box with regard to open- 
ing, tight closing and keeping the 
contents edible, it would be difficult 
to imagine any threat to its position 
in the near future 

But _ plastic usurps card 
board’s position in dairy product 
packaging. The housewives 
asked to choose the type of packag- 
ing they would prefer for such dairy 
products as cottage cheese, ice cream, 
etc. An impressive 49% chose plastic, 
only 38% chose cardboard. Here, the 
great bulk of cardboard’s strength 
was because of experience, economy 
and disposability. All of these are 
more or less “minor” reasons in that 
they have little to do with the actual 
functioning of the package 

On the other hand, _plastic’s 
strongest features are its re-usability, 
keeping qualities, resistance to leak- 


again 


were 


JOY INDEED: No-slip, lightweight, un- 
breakable plastic detergent bottle has 
features that have made plastic the 
“best recent packaging development.” 


new and better packaging for many 
items that still come in old fashioned 
containers, she does not simply want 
change for its own sake. She is dis- 
criminating in her choice of new 


Keeps well 7% 
Again plastic seems to be in an age, taste keeping qualities and the packages; she likes them when thev 


excellent position to gain allegiance like are genuine improvements in eff- 
If a plastic frozen vegetable pack- Although the ciency or convenience 


homemaker wants 


TABLE Il 


Homemakers Rate Eleven Packaging Ideas 


Question: “What do you think of each of the following packaging 
ideas? Please check the box that shows your opinion of each one.” 


1 Information as to calories and vitamin content on the labels of all 
foods 


Directions for storing and refreezing on packages containing frozen 
foods 


Standard sizes for cans and packages—to permit easier storing 
“Variety packs” of certain foods—such as cereals, baby foods 
Pre-measured units—or single servings—packed inside an outer package 


Decorative containers for household products (such as cleansers, deter- 
gents, etc.) which are used directly from the container 


Frozen foods in plastic bags or pouches, which may be heated by 
dropping the unopened bag in boiling water 


Individual “tear-off’ envelope-type packages joined together in strips 
—for soft drinks mix, catsup, mustard, yeast, coffee, etc. 


Soft drinks in cans rather than jn bottles 


Package more foods (vegetables, juices, etc.) in six-pack cartons—like 
soft drinks 


The use of aluminum cans for vegetables, fruits, etc.—rather than the 
tin cans now ordinarily used 
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There are some cases, of course, 
where consumers are resistant to 
change—especially when they are 
fairly well satisfied with the old way 
and the new way just is not that ap- 
pealing. But these instances are in 
the minority. 

One question in the survey a 
ticularly points this up. Homemakers 
were asked to study a list of 11 
packaging ideas. Most are ideas that 
reflect the very latest trends and 
concepts in packaging. Some are even 
futuristic. After examining the list, 
the respondent was asked to check off 
whether she thought it to be a good 
idea. ..a poor idea .. . or if she 
And she was asked 
to give the reasons why she decided 


had no opinion 


as she did 
Table II 


each idea was received. But it is im- 


shows statistically how 
portant to note why these ideas were 
rated as they were. Here are the 
major reasons: 

© “Information as to calorie and 
vitamin content on the labels of all 
foods.” Impressively 80% felt that it 
would be a good idea. Over 60% of 
those who like it mentioned that it 
would help with their dieting or 
weight watching. Most of the rest 
simply felt it would be a good idea. 
The majority of those who thought it 
would be a poor idea (4%), or who 
didn’t care (15%), felt they had no 
need for such information. 

It is evident from the answers that 
calorie content is the most desired bit 
of information, although vitamin con- 
tent would probably be of use to those 
on diets who were interested in main- 
nutritional levels 
This, of course, is a somewhat uto- 


taining optimum 


OUT, OUT: Although soda in cans is 
still not overly popular, most of those 
who prefer it like the throw-away fea- 
ture. That can won't break, either. 


TABLE Ill 


More use of pouring spouts 


More screw, twist-off lids 


. Section packs 


More re-usable containers 


Heat-and-serve items 
Aerosol containers 


. More handles on packages 
. Throw-away containers 


a See 
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. Better information on labels 


Ld 
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. More foods packaged in glass 


La 
~ 


. Milk in cartons 
Multiple Answers Account for 


The Most Appealing Packaging Developments 


(By percent of homemakers who mentioned 
each as a development that appealed to her.) 


. Plastic Packaging (polyethylene bottles, film, etc.) 


More use of zip, perforated, tab-pull openings 
Foil inner wraps or outer wraps 


More packages that close, reseal well 


. Single, pre-measured packages 
. More use of shaker, sifter tops 


Packages thot are more attractive 
Betier preservation of cleanliness, freshness 


. More, better cellophane containers 
. More, better see-through packaging 


Totals in Excess of 100% 


= 
& 
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pian ideal; many foods would suffer 
sharp sales declines if they published 
calorie contents. But it is nonetheless 
interesting to makers of lower calorie 
products to realize that this informa- 
tion is widely desired. 

© “Directions for storing and re- 
freezing on packages containing 
frozen foods.” Favored by 78% of 
respondents, this was the second 
most popular idea. Over a quarter of 
those who like the idea feel it is just 
generally helpful, and another 18% 
just say that they are now ignorant 
of such procedures; 19% stress the 
economical aspects of being able to 
save part of the package. In short, 
this is another case in which the 
housewife evidences something of an 
unrealistic desire to have the manu- 
facturer cut down on his part of the 
label to provide product information, 
a desire that obviously can be accom- 
modated only up to a point. 

Incidentally, of the 4% of total 
who felt such a move would be a 
poor idea, the great majority offered 
the belief that no frozen food should 
be re-frozen. 

e “Standard sizes for cans and 
packages—to permit easier storing.” 


Sales Management 


Although this question is truly of a 
utopian nature, the fact that two- 
thirds of the women questioned 
thought it was a good idea could be 
helpful. Of the 13% who felt it was 
a poor idea, practically all expressed 
their more realistic belief that differ- 
ent sizes were necessary. 

However, it must not be thought 
that the women who favor standard 
sizes expect all packages to be exactly 
the same size. In fact, their comments 
show that they are realistic enough 
to desire only those products which 
now come in roughly the same type 
of package, in about the same size, to 
standardize. 

¢ “Variety packs of certain foods 
—such as cereals and baby foods.” 
Although the variety pack has been 
around a good number of years, it 
has recently received a good deal of 
renewed attention as a way to trade 
up the size of a sale. Over half the 
women like it (58%), 17% think it is 
a poor idea, and 23% show their dis- 
interest in variety packs by offering 
no opinion. 

Of those who like the idea, 29% 
gave the reason “variety or change.” 
Another 10% like the choice afforded 
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by a variety pack. Both of these 
answers could be considered to be 
something of an indication of small- 
family support, in that in such homes 
a large container of, say, cereal can 
last for some time. But, on the other 
hand, 15% gave the large-family rea- 
son, “allows for personal preference,” 
as their reason for favoring variety 
packs. 

More than half of those who did 
not care for variety packs said that 
they usually do not like all the tvpes 
included in assortments. Another 


25% 


feel that the extra packaging 
often needed in variety packs is un- 


economical. 


© “Pre-measured units—or single 
servings—packed inside an outer 
package.” Again, the majority (56%) 
think that this recent packaging trend 
is a good idea. The main reason for 
liking such packages is convenience, 
with 36% of those in favor naming 
that reason generally and another 
13% naming the specific time-saving 
feature. Twenty-nine cent like it 
because it benefits small families 

Only 15% of homemakers surveyed 
feel it is a poor idea; 27% have no 
opinion. Of those who don’t like it, 
a third said it is uneconomical, a 
fifth said they preferred not to be 
bound by someone else’s idea of a 
serving, and 14% said that it is an 
unnecessary feature. 


® “Decorative containers for house- 
hold products (such as cleansers, de- 
tergents, etc.) which are used directly 
from the container.” Just under half 
(48%) the homemakers favor such 
packages. Their reasons are obvious: 
more attractive, cheerful, pleasant, 
can leave them out, etc. 

But, surprisingly, 23% think it 
would be a poor idea and 27% have 
no opinion. These figures tend to 
weaken the argument that such “ideal” 
packages (that are just for the con- 
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sumer, not the marketer) are desired 
by all women on principle, just be- 
cause it might be nice. Indeed, they 
indicate that if the homemaker does 
not specifically want such an improve- 
ment, she will say so. And, conversely, 
it lends strength to the argument that 
when the overwhelming majority of 
women want improvements that ap- 
pear to be a little impractical (such as 
the calorie content and _ standard 
sizes), they really mean it. 

Of those who state that decorative 
containers are a poor idea, 44% (10% 
of total respondents) say that such 
containers are uneconomical. Another 
quarter say they store such products 
out of sight anyway, and about the 
same number say they just don’t care 
about the looks of the package. 

In other words, about half the re- 
spondents would be pleased by a 
decorative container, and another 
10% could be added if it were offered 
at the same price. The rest, including 
those who hold no opinion and those 
who feel they have no need for a 
decorative container, probably would 
not object to one if the price of the 
product did not increase. 


® “Frozen foods in plastic bags or 
pouches, which may heated by 
dropping the unopened bag in boil- 
ing water.” Again, nearly half (45%) 
of homemakers think this packaging 
innovation is a good idea. Conven- 
ience is, of course, the overwhelming 
reason for favoring these packages: 
Of those who like them, 26% say they 
save time, 19% say thev save work, 
and 26% cite a variety of other con- 
veniences. 

Just over a quarter (27%) of re- 
spondents say they do not like the 
plastic pouches. The greatest group 
of those who think it is a poor idea 
(23%), offer no sound reason for their 
opinion; they just say they “don’t 
ike” them. But another 22% find such 
packages too hard to manipulate, and 
another 8% claim the plastic alters 
the taste of the contents. 

Surprisingly, only 3% say that the 
pouches are uneconomical. About the 
same number like to season food while 
cooking; another 3% like different 
amounts of food. And 26% of total 
respondents had no opinion about the 
boil-and-serve bags. 


© “Individual ‘tear-off envelope- 
type packages joined together in 
strips—for soft drink mix, — 
mustard, yeast, coffee, etc.” Onl 
39% of respondents think this a good 
idea, while 24% think it is a poor 
idea and 34% have no opinion. The 
reasons for liking and disliking are 
extremely interesting, and somewhat 
surprising: About a third of those 
who like strip packages (12% of total 
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respondents) do so because 
venience. Yet 23% of those - 
like them (6% of total) said they were 
inconvenient. And 26% of those who 
dislike them (6% of total) thought 
they were too uneconomical or too 
wasteful, whereas 6% of those who 
like them (2% of total) said strip 

kages were more economical or 
ess wasteful. 

Apart from these a 
tradictions, we have reasons 
for liking: good for use away from 
home (16%), good for small families 
(9%), and k fresh (5%). And 
these for disliking: like a" 
amounts, unnecessary, no appeal, a 
of which were mentioned by 8% of 
the women who dissented. 


rent con- 


® “Soft drinks in cans rather than 
in bottles.” Educating the consumer 
to the canned soft drink has been a 
bit of an uphill fight, but it is evident 
that considerable success has been 
made. Over a third (36%) of respond- 
ents think it is a good idea. A shade 
under half of those respondents like 
cans because of the throw-away, no 
deposit feature. Another 39% like the 
no-breakage feature, and 15% of those 
who like soda in cans like the ease 
with which they are stored. Only 4% 
mentioned the quick-cooling proper- 
ties of the cans. 

But 41% of total respondents think 
that soda in cans is a idea. In 
spite of this, the proponents of soda 
cans feel justified in their opinion that 
there is no real solid expression of 
dislike. For example, although 22% 
of those who dislike the cans feel 
that the taste of the soda is affected, 
a big 19% just state nebulously that 
they prefer bottles. No other reason 
is supported by more than 8% of those 
who dislike cans. Sentiment is divided 
among such things as: can’t see con- 
tents, hard to handle or drink from, 
not economical, looks like beer cans, 
cans pile up in the trash, and so on. 
In short, it seems to be more a matter 
of winning customers away from bot 
tles, a package that they never par- 
ticularly objected to (except for the 
fact that they have to be returned, 
which is often the husband’s duty). 


© “Package more foods (vegetables, 
juices, etc.) in cartons—like 
soft drinks.” As with soft drinks in 
cans, only about a third (35%) of re- 
spondents like the idea. But, unlike 
the response to the previous question, 
not too many object to it. Only 26% 
find it a poor idea, while the largest 
group (37%) has no opinion. A quarter 
of those who like 6-packs feel the way 
they do because the 6-pack is more 
convenient to handle or carry. Other 
conveniences (convenient to store, 


saves time, good for a big family, 
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Our fine-feathered friend has barricaded herself 
against a record $11 billion in advertising —all 
of it fighting for a share of her mind and money. 

How can you get her out of the coop—and 
eating out of your hand? How can you make sure 
she'll coo when you woo? Simple! Serenade her 
in a magazine that gets your ad seen over and 
over. Serenade her in The Saturday Evening Post! 

Your ad page in the Post doesn’t flit and flutter 
past bored readers. Editorial excitement keeps 
them glued to their Posts — keeps em coming 
back for more and more. That’s why your Post 
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ad page is seen 37% more times by the average 
reader than the same ad in the other big weekly. 
By folks with the highest median income in the 
general-weekly field. 

No wonder so many advertisers are happy as 
larks over the way the Post moves goods. Ask 
Sylvania: One ad — one time in the Post — one 
million dollars in sales.* Want your sales to fly 
high? Get ’em up in The 
Saturday Evening Post! 


A CURTIS MAGAZINE 


*And also ask Scott Paper, Cluett- 
Peabody, Chun King and Smith- 
Corona 


YOU GET THROUGH TO PEOPLE (INFLUENTIAL PEOPLE) IN THE POST 
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NEW... BINDER FINDER 


BETTER 
SALES 
PROMOTION 
Cc ‘a 


This new Cesco catalog is the first 
place to look when you need binders 
for advertising and sales promotion 
material. 


Thumb through 
these pages and 
you'll find dozens 
of ways to show 
and tell a selling 
story to customers. 

You'll see the 
famous Bar-Loc 
Binder, right, that 
lies flat no matter where you open it. 

You'll see Vu-Ad Ring Binders like 

the one on the left 
—that open and 
close at a touch 
and really lie flat 

And you can 
shop through a 
wide range of prong 
binders, presenta- 
tion covers, and dis- 
play covers. 

This Cesco catalog is a reference 
must for artists, admen, and sales ex- 
ecutives. Make sure you have your own 
personal copy always handy for ready 


reference. Mail this coupon today. 


me a copy of “Catalog and 
overs for Better Sales Promo 


cs YAWMAN & ERBE 
4: C. E. Sheppard Co. Div. 


44-20 21st Street, Long Island City 1, New York 
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etc.) account for another 36%. Only 
17% like 6-packs because they are 
more economical. 

The objections to 6-packs are not 
that severe. In fact, most stem from 
the feeling that one must buy all six 
items if a 6-pack is offered. For 
example, 25% say it is too much to 
buy; 14% prefer to choose the num- 
ber of items they can buy; another 
14% say thev have no need for a 6 
pack. And 11% of those who dislike 
6 packs sav they take too much stor 
age Space 

It is evident from these answers 
that if a grocery marketer plans to 
offer a 6 pack, he can do so and suc- 
cessfully trade up the purchase of 
many shoppers. But it is also evident 
that many shoppers feel that they 
must buy the whole pack, and this 
feeling could lead to their switching 
brands for fewer units than are in 
the pack. This indicates the desirabil- 
itv of offering some single units as 
well as multiple packages. 


¢ “Aluminum cans for vegetables, 
fruits, etc.—rather than the tin cans 
now ordinarily used.” The idea pre- 
sented in this question was the least 
enthusiastically received. Only 24% 
of respondents accepted it as a good 
idea. Yet only 29% thought it a poor 
idea. The great bulk of homemakers 

12%—checked the “no opinion” 
column. Why should this be so? 
Probably because the material used 
in the manufacture of the can has 
only minimal effect on its efficiency 
or convenience in the kitchen. This in 
itself is significant 

It is significant because only a few 
short vears ago the average house- 
wife felt vitally concerned over the 
storage of food in an opened metal 
can. The concept that such an action 
would lead to certain poisoning was 
quite widespread—although such ideas 
had outlived their accuracy by a good 
many vears. In fact, as recently as 
1951 a Sales Management packaging 
survey showed that a quarter of the 
women surveyed still removed all 
products from tin cans for storage 
after opening. 

The phobia is not completely 
vanished yet—but it is going fast. Of 
those women who liked the idea of 
aluminum cans, 28% thought that 
aluminum would do less damage to 
food: 19% said it would be safer, 5% 
said food would keep better, 4% said 
there would be less discoloration. But 
these respondents amounted to only 
7% of the total number surveyed. 

Again, of those who liked aiumi- 
num, 26% liked the lighter weight, 
15% like the fact that it was rust- 


proof, and 10% felt it would keep the 


taste of the food better. A mere 3% 
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felt that aluminum cans would be 
easier to open. 

Although there is still a slight re- 
action to the old “poison tin” idea, 
these seems to be a slight “poison 
aluminum” reaction as well. About 
29% of those who dislike the idea of 
aluminum cans (8% of total respond- 
ents) feel that aluminum would harm 
the food: 16% (5% of total) say that 
aluminum is “unsafe”; another 8% 
sav aluminum corrodes or discolors 
food. and 5% show fear of an un- 
named “chemical reaction” between 
cans and contents 

But as was the case with the “tin” 
can of today. those who fear this 
package are in the definite minority 
29% of those who disliked aluminum 
did so because it would cost more; 
16% said the cans would be less dur- 
able; 11% just don't care for alumi- 
num. and 6% are afraid the metal 
would damage the taste 

But the mere fact that the over 
whelmingly largest group did not 
seem to care one wav or the other 
seems to indicate that a reasonably 
easy transition from tin to aluminum 
is ahead for those packagers who may 
wish to make the switch. Incidentally 
in the questionnaire the aluminum 
can idea was listed first of the eleven 
included in this question; thus, the 
possibility of respondents’ offering no 
opinion because thev were tired of 
the question can be safely ruled out 


Pm In spite of the homemaker’s dis 
satisfaction with old forms of pac kag 
ing, it has been mentioned that she is 
truly appreciative of those oe 
ments in packaging that have a 

been made for her. Included in the 
questionnaire was a 2-part question 


read\ 


designed to show the extent of this 
apprec lation 

Part one asked: “What new de- 
velopments in packaging have you 
noticed in the last few vears that 
were appealing?” Seventy-two percent 
of respondents offered their praises of 
packaging improvements. These are 
broken down in Table Il 

Part two asked: “Have vou noticed 
any cases where you thought the old- 
stvle package was better?” A smash- 
ing 88% either said “no” or left the 
question blank. The remainder gave 
such a wide variety of answers (in- 
cluding non-applicable comments such 
as “Are you kidding?”) that no spe- 
cific package received more than 
token mention. The only general atti- 
tude evidenced was from a few die- 
hards who blame much of the high 
cost of groceries on packaging 

But it is quite interesting to explore 
the improvements that were men- 
tioned most frequently in Part one 

Plastic stole the show. Over a fifth 
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ACTUAL SIZE 


Now selling in over 6,000, photo shops in 
every city in the United States af SOI 


Reyular 3 x 4 inch snapshots. Even takes indoor pictures without flash. 
(Ideal for sales meetings, trade shows, store 


Color slides to fit any 35 mm projector. and window displays.) 


Wide choice of Kodak and Ansco film sold in Easier to use than a box camera 

all photo stores: Kodak Panatomic-X; Kodak - - ' cimeemmeinn 

Plus-X; Kodak Tri-X; Kodachrome; Click in shutter speeds 1/30 to 1/500 and B. 
Anscochrome. Internally synchronized for electronic flash 
Automatically in focus 3.5 feet to infinity. and bulbs. 


World famous precision-made 4-element Price includes soft leather case, wrist strap 
22 mm, f:2.8 Rokkor lens. Stops down to f:16. and UV (haze) filter. 


Completely Automatic! 


Slide camera out of case. Sight. Press release Slide camera back into case. Slide it out and take your next picture. 


“MINOLTA CORPORATION 


INFORMATION 


WRITE TO 200 Park Avenue South, New York 3 
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of the respondents voluntarily men- 
tioned some plastic package as the 
most significant pelt. vs ment in re- 
cent years. The plastic bottle led the 
way, closely followed by film, which 
was particularly strong as an inner 
wrap. 

Of the top ten developments men- 
tioned, three— Nos. 2 (pouring spouts), 
5 (serew, twist lids) and 9 (shaker, 
sifter tops)—represent the increased 
use of convenience features that are 
practically as old as packaging itself 
Actually, Nos. 1 (plastic) and 4 (foil 
are the only two in the top ten that 
involve new packaging materials. Sur- 


prisingly, aerosols rate only 14th. 
Because there was such a wide 
variety of developments mentioned, 
it is practically impossible to offer 
a meaningful demographic or geo- 
graphic breakdown. But in one case, 
plastic, there was enough support to 
warrant a more detailed view. 


> Generally speaking, most of the 
groups in the breakdown were pretty 
close to the over-all 21% of total 
mentions. (It must be assumed that 
popularity varies directly according 
to the percentage of homemakers 
within a group who mention plastic) 
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Move by Wheafon 


You and your family will appreciate a safe, carefree 
move by Wheaton Van Lines. Next time you move, 


call your dependable Wheaton agent 


Your 
Wheaton 
agent also 
moves trade 
show displays 
and exhibits. 
electronic 
devices, 
office 
equipment 


LONG DISTANCE MOVING — 50 STATES 


OVER 525 
AGENTS IM ALL 
PRINCIPAL CITIES 


+ Mint 


"Your V.LP.’s (Very Importent Presents) con 


Attaché Case 
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be the brand-newest-ideo-this-Christmas ! 
Send CUSTOM CREATED GIFT FOOD PACS 


PACKS A DOUBLE WALLOP! Good Taste 
with real practicality’ A handsome, durable 
Attaché Case, brimful of man-sized eatables 
Imported Scotch Herring, Smoked Oysters, 
Cheeses, Candies and more! Two-gifts-in- 
one, almost for the price of the Case alone 
GALA-PACKAGED, SHIPPED $1975 
FREE ANYWHERE IN USA 13 
NOW write/wire/phone collect we'll rush free 
4-color catalog. Choose from over 25 impressive 
GIFT FOOD PACS (Gift Fruit & Game Boxes 
100 ') $4.85 te $32.50. Quantity discounts 
MICKEY HOUSTON, INC. « Plant & Showroom 


19 S. Water Market + Chicage 6 - Phone MO 6-2100 
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But here are the extremes for each 
breakdown: 

Age caused the greatest spread. In 
the 25-34-year-old-group, plastic pack- 
ing was mentioned by 26% of re- 
spondents. Predictably, the two oldest 
groups (45-54, 55 and over) gave 
plastic the fewest mentions, each with 
18%. 

Income differences caused the 
second greatest spread. Again the pat- 
tern was predictable: The highest in- 
come group (over $7,000) was most 
in favor, with 24% of the group men- 
tioning plastic. The lowest group, 
under $3,000, was at the other end 
of the scale with 18%. 

The least difference was caused by 
population density. Somewhat sur- 
prisingly, greatest strength was from 
rural areas (24% mentioned plastic) 
and weakest from the big 50,000-and- 
over metropolitan areas (20% men- 
tioned it). 

It must be concluded that more 
than ever before, the American home- 
maker knows her own mind. She ap- 
preciates good packaging. She ap- 
preciates it so much, in fact, that not- 
so-good packaging looks especiallv 
terrible to her 

Part Ill of this study will be pre- 
sented in the next issue of Sales 
Management. It will get down to 
specifics. © KMR 


> In its next issue (November 18), 
Sales Management will conclude this 
3-part packaging study. In the final 
installment, the 1,089 homemakers 
surveyed for the series get down to 
specifics. They tell the brands and 
products that are in packages they 
especially like or dislike. And they 
point out what's good or bad about 
the packages they name. In addition, 
individual housewives write their pet 
packaging peeves and offer their com- 
ments about packaging and packages 


They're not just idle comments, 
either. The sample of 1,089 home- 
makers was carefully selected by 
National Family Opinion, Inc., co- 
sponsor of this series, to closely re- 
fect the attitudes of homemakers 
everywhere. The virtually perfect 
balance of the sample according to 
population by geographic region, and 
to age, income and population density 
within each region, insures the great- 
est possible accuracy. 


So be sure to watch for Part III in 
the next issue. If you missed Part I, 
or would like the whole series bound 
together in easy-to-keep form, booklets 
containing reprints of all three parts 
will be available on November 18 
from: Readers’ Service, Sales Man- 
agement, 630 Third Ave., New York 
17, N.Y. Price: $1.00 each. 


“Can I get through 
to him, please? 


It's important... urgent!” 


THE 


these days. That's why more and more national advertisers are making “U.S.News & pa = 


It really takes a matter of importance or urgency to get through to important people 


World Report” the spearhead of their advertising campaigns. It’s the only magazine 


, Advertising offices 
that concentrates its entire content on the important news, the urgent news that “gets 45 Rockefeller Plaza 
New York 20, N.Y 
7 . Other advertising 
These important people read “U.S.News & World Report” because this is news they sficen ' 

“ One n 
so helpful in Boston 


through” to more than 1,175,000 important, decision-making people every week 


use not always just the bare facts, but the meaning of those facts 


, ; ° Philadelphia 
shaping important plans and decisions. For advertisers secking to “get through” to Pittsburgh 
Cleveland 

s ; ‘ Detr ‘ 
the most important magazine of all Chicage 

St. Louis 
San Francis 
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\mericas Class News Magazine 


NOW mORE THAN 1,175,000 net Patio ciIRCULATION 


America’s most important customers and prospects, this may well be 
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Demonstrates your products, displays your serv- 

~ices__visually—AND narrates your story dra- 
matically .. . Assures interest, leaves a lasting 
impression, turns prospects into customers. 
Makes everyone a perfect salesman. 


Excellent for desk top or small group viewing 
—without room darkening. Sets up in seconds. 
Assures high fidelity sound and picture bril- 
liance. Simple to operate. Ideal for business, 
industry, education. 


The portable C.0.C. COMMUNICATOR combines 
rear view film strip projector, built-in screen 
and 4-speed phonograph in a small, attractive 
attache case. A versatile quality-engineered unit 
at most reasonable cost. 

e Handles up to 12” records (20 min. play at 33%4 
rpm without turning records) e High gain amplifier 
for perfect quality & sound volume ” Large 8” x 6” 
patented Lenscreen for wide angle viewing ¢ Pre- 
cision optics « One knob framing with click stops « 
Storage space for records, film strips, etc. « AC, 
110/120v e Overall 19” x 13” x 5%” @ Abt. 15 Ibs. 


e Fully guaranteed ONLY $98.50 
. . « for these whe de not require sound: 


C.0.C. “EXAMINER” ONLY $59.50 


FILM STRIP PROJECTOR with built-in screen in handy 
luggage-type case—for effective visual presentations. 


EXECUTIVE 


PROFESSIONAL 
PRESENTATIONS, 
— MADE EASY 
WITH THIS PROVEN 
SALES AID. 


35mm slides may be worked into an effective 
action-stimulating sales message. Projector, au- 
tomatic slide changer and screen in a small 
compact unit. Sets up in 3 seconds for group 
viewing in fully lighted room. Simple to handle, 
easy to carry. 


Precision optics « Patented 8” x 8” Lenscreen for 
wide angle viewing « Holds up to 3 magazines (36 
slides ea.) for indiv. or’ sequence showing e Rugg 
aluminum unit « AC-DC, 100-125v. Only 6 Ibs. 


$69.50 


Used by leading corporations & institutions! 
WRITE NOW for Ap literature & name of 


C:0-¢€ 


INDUSTRIAL *° 


37-19 23rd Avenue 
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THE~DESK TOP SALES THEATRE... 


Get Ready for 


Expense Account Showdown 


Some blood is going to be spilled in Internal Revenue’s new 


drive on business expenses. Note these latest developments. 


By BERT MILLS 
Washington Editor 


Showdown tune IS near on business 
expense deductions. In a few short 
weeks, 1960 will have run its course 
and it will be too late to do anything 
about the specific records the law 
now requires on expenses deducted 
from tax payments of both corpora 
tions and individuals 

In a sense, this has been a vear of 
grace. Last vear Internal Revenue 

stringent rules 
1960 incomes; it 
followed up with an announcement 


Service announced 


that would cover 


last April of new instructions which 
have been sent to field offices 

This was also the vear in which 
IRS was authorized 
horde of new sleuths. They are now 
their 6-month 
training period and be turned loose 


to employ a 


about to complete 
with orders to stop abuses of expense 
businessmen and _ their 
firms. The company tax blanks that 
will have to be filled in next April 
will contain new questions on travel 


accounts by 


and entertainment expenses, and those 
claiming deductions of this type will 
be required to prove they are “rea 
sonable and necessary” as never 
before. 

Salesmen and sales execs who are 
reimbursed by 
their 


penses still. in most cases, do not have 


their companies for 
travel and entertainment ex 
to report these expenses and reim 
bursements on their income tax forms 
Yet it is important for them to give 
their companies an exact accounting 
of the who, when, where, why and 
how much of all business expenses 


> Aside from the Administrative 
crackdown on business expense de 
ductions, 1961 threatens to 
with it new legislation on this sub 


bring 


ject. A tough bill on expense accounts 
passed the Senate this year but failed 
of final enactment—partly because 
IRS said the could be 
handled without new legislation. 

In 1961 it will be up to IRS to 
prove this claim by closing loopholes 


problem 


which have been exposed by crusad- 
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IRS Commissioner 
Dana Latham has warned that his 
agency will support corrective legis 
lation if it is found to be necessary 
Tax returns for 1960 will be audited 
as never before, and the taxpayer who 
cannot prove both the reasonableness 


ing Congressmen 


and the necessity of expenses claimed 
is likely to find his deductions dis 
allowed. A 5% 


in keeping propet records may also 


penalty for negligence 


be imposed 
There number of 
rulings, court decisions, and announce 


have been a 
ments in recent months which show 
which way the wind is blowing. For 
example: 


e IRS ruled that sales managers 
can receive no higher pet diem allow- 
ances when traveling than salesmen 
in the same city, for purposes of 
automatic accounting. 

Some companies which sought to 
take advantage of the rule which 
makes individual accounting of ex 
tried vainly to 
get approval of expense allowance 
schedules which both by 
locality and salary status of the em- 
ployee 


penses unnecessary 


varied 


In one instance, a company 
paid a flat $24 a day to employees 
while in a travel status in New York 
City, but paid $27 to executives 
while in New York. IRS said nix, 
ruling that per diem allowances could 
vary by locality but not by the 
salary of the recipient 


® Yachts or other boats operated 
by a company as a deductible ex 
pense have become choice targets for 
the tax court 
decisions suggest that companies de- 


sleuths. Two recent 


ducting costs of running boats are in 
for trouble. One of the most famous 
names in powerboat racing is Gale 
There been five speedboats 
bearing that name, all owned by a 
Detroit electrical contracting concern 
which centered its promotion program 
around boat racing. The Tax Court 
has now held that racing costs not 
only were nor-deductible to the com 


have 


pany, but that the expenses paid to 
the company president were income 
he must report personally. 

In another case, a  trans-ocean 
yacht owned by a company was held 
to be indirectly beneficial for business 
purposes but nonetheless non-de- 
ductible. The moral is that any firm 
or individual which deducts boating 
costs had better have a very good 
case, for it is sure to be investigated 
and courts are unsympathetic 


® Uncle Sam's 1960 corporation tax 
form will also inquire about deduc- 
tions for company apartments or hotel 
suites, asking: “Did vou claim a de 
duction for expenses connected with 
the leasing, renting, or ownership of 
a hotel room or suite, apartment, or 
other dwelling, which was used by 
customers or officers or employees in- 
cluding members of their families 
(other than use bv officers or em- 
ployees while in business travel 
status)?” 

IRS’ aim is to catch businessmen 
who live in a hotel or apartment at 
company expense Notice that a 
line is drawn between a suite or apart 
ment used for business entertainment 
purposes by a traveler, and the same 
sort of an arrangement for an execu 
tive who is not away from home 

Some blood is going to be spilled 
during the coming crackdown on 
expense accounts Wise businessmen 
will take steps now to see that none 
is theirs. @ 


> For further reading on this subject 
reprints of two related articles are 
available: “What the Expense Account 
Clampdown Means to Sales Execu 
tives,” SM, Feb. 5, 1960 (re print 
#409, 20 cents), and “When the Tax 
Man Has ‘a Question’ for Your Sales 
man,” SM. Feb. 19, 1960 (re print 
#410, 20 cents). Write: Readers’ Ser 
vice Bureau, Sales Management, 630 


Third Ave . Ne u York ag N Y 


REPRINTS AVAILABLE 


FOOD PACKAGES 
as housewives see them 


Part Ill of this series will ap- 
pear in the November 18 issue 
of Sales Management. On and 
after November 18, the entire 
series will be available in re- 
print form, bound together in 
one easy-to-keep booklet. The 
price is $1.00. For copies write: 
Readers’ Service, Sales Manage- 
ment, 630 Third Ave., N.Y.C. 17. 


Men you want to reach 


P. M. Shoemaker, President, The Delaware, Lackawanna and Western Railway Company 
Now Vice-Chairman and Chief Administrative Officer, Erie-Lackawanna Railroad 


“Railway Age... required reading 
for Lackawanna officers” 


Mr. Shoemaker has read Railway Age “... for some 35 years. I 
know of no comparable source for transportation information, 
both technical and non-technical, to keep railroad officers 
apprised of current developments and opportunities. 

“One of the great assets of Railway Age has been its tech- 
nical staff... No other periodical in the railway field is similarly 
qualified.” 

The business reading custom of Lackawanna executives is 
shared by an overwhelming majority of executives of all lines — 
96% of the presidents, 97% of the chief operating officers, 87% 
of the chief purchasing offi- 
cers—the decision makers, 
those who most influence the. ELATLWAY AGE 


purchase of your products. THE MANAGEMENT WEEKLY 


Simmons-Boardman Railway Publications, 30 Church St., New York 7, N. Y. 
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Vv OULD YOU CARE to lose 
3 Ibs. next week? Or 5? Or 
more . . .?” 

As this advertising copy point sug- 
gests, you can do it~and at the same 
time be part of what is surely the 
most fascinating marketing story to 
come out of 1960. 

To shed your unwanted avoirdu- 
pois, you can now enlist the aid of 
any one of the 30 or 40 advertised or 
private-label brands that currently 
make up the brand-new, $110-million- 
this-year diet drink formula market 

In the 14 months or so since Mead 
Johnson’s Metrecal (the first of the 
new meal-in-a-glass sensations) hit 
the drugstores, a complete, full-blown 
major market has been established. 

In this short time, there have 
emerged: (1) one outstanding leader, 
Metrecal, which claims about a third 
of total sales; (2) a strong challenger, 
Quota (Quaker Oats), introduced just 


‘INSTANT 


yo te 

ee SKINNY 
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a. 


Mead Johnson’s diet drink, Metrecal, 


started it all only 14 months ago. 


Since then competitors have leaped 
in by the dozens. Now Quaker Oats’ 


Quota stands to seriously challenge 


the leader with another strategy. 
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last month; (3) some potentially im- 
portant but inherently less powerful 
national brands, such as Ovaltine’s 
Minvitine; (4) a greater deluge of 
private brands than is generally found 
in even the oldest and biggest prod- 
uct areas (some examples: Sears, Roe- 
buck’s Bal Cal, Macy's 900 Calorie 
Food Concentrate, Whelan’s Cal-A- 
Day, E. J. Korvette’s Kor Val brand), 
and, perhaps most important, (5) two 
widely divergent approaches for 
marketing these products. 

Basically, these new diet aids are 
all similar. They are powdered mix- 
tures of carbohydrates, minerals, pro- 
tein, vitamins and some fat. Water is 
added and they are consumed as 
drinks that have been made palatable 
by the addition of usecing-chaediate, 
vanilla, butterscotch, banana or coffee, 
depending on the brand. 

Four equal amounts a day (break- 
fast, te dinner and TV _ snack) 
provide the weight watcher with a 
life-sustaining 900 calories and an 
alleged disregard for additional food 
It is noted, however, that prolongec 
use of these liquid foods should be 
supplemented with such old timers as 
radishes, spinach, lettuce, celery and 
so forth to provide enough roughage 
for the intestinal function. 

Most brands claim that one day’s 
ration (a half-pound can, usually) 
completely supplies each day's nutri- 
tional requirements. In addition, 
doctors generally agree that the prepa- 
rations are completely safe for the 
average person 

The idea has caught on. Across the 
country, the battle is met with cut- 


rate drugstores, discount houses, 


A public statement 
concerning Metrecal, a new 


concept of weight control 


Mead Johns 


MEDICAL APPROACH favored by Mead 


Johnson is demonstrated by the 
“hushed tones” of this advertisement. 


‘New delicious way to stop eating too much! 


Look lighter, feel lighter in 

just one week with new QUOTA 
by QUAKER. ... the balanced, 
low-calorie meal in a glass! 


Thine rw ~ 


MASS APPEAL: Although Metrecal has risen to success via the drugstore, Quaker 
is banking on the mass merchandising of the super market to earn favor for Quota. 
This ad reflects the food-type promotional treatment that will be used to sell Quota. 


corner groceries and super markets 
each hawking its favorite brand of 
“instant skinny” or “powdered will 
power.” Price wars, too, have ap- 
eared, with the private brands often 
Roveine around the 89c per half- 
yound mark and the big brands 
like Metrecal commanding $1.29. 
(Originally, Metrecal sold for $1.59, 
but came down when competition be- 
gan to stiffen up.) 

The phenomenal public acceptance 
is, of course, due to the great Ameri- 
can habit of first overeating and then 
paying penance via the diet. But other 
factors have helped, too. The public 
needed a new diet fad. Before the new 
drinks began to catch on, the drive 
to reduce was helped along by the 
chemical reducers, such products as 
Regimen, which relied on dedodenion, 
and expanders that filled empty 
stomachs to lower weight and curb 
appetites. As these fell victim to 


Sales Mancgement 


medical and legal pressures, the pub- 
lic was ripe for a new spectacular 
diet aid. 

Metrecal was better than most had 
even dreamed. Actually, it was close 
to the public’s heart even before it 
was marketed. It is similar to the 
1955 Rockefeller Institute diet, a 
make-it-yourself concoction that swept 
the country a few years ago. But 
many experts accused the Rockefeller 
diet of lacking sufficient protein, and 
dieters reluctantly drifted away from 
it. Metrecal, with protein aplenty, was 
greeted warmly by many of the old 
Rockefeller diet users. 

Now, marketing observers are lick- 
ing their chops over the classical 
power struggle that is shaping up. 
Metrecal, with all its marbles bet on 
a drugstore distribution and semi- 
medical promotion, has a good, solid 
lead. Quaker’s Quota, the only other 
supplement with enough marketing 
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power behind it to give Mead John- 
son a run for its money, is banking 
on the wholly different approach. Un- 
like Mead, Quaker is selling strictly 
through food outlets, with a dietary 
food, rather than medical, promotional 
slant 

And, as spectators gleefully point 
out, there is a definite possibility that 
some of the other really big food 
marketers will enter the fray and 
smother both of 
combatants. 

It is significant that Mead Johnson 
chose the drugstore route. Of course 


today’s leading 


as a long-established leader in phar 
maceuticals and in the medical nu 
tritional field (with such products as 
Dextri-Maltose 
formulas 


Sustigen and infant 
it found this course easil\ 
available. On the other hand, through 
its big Pablum line, Mead Johnson 
has a foot in the door of the grocery 
store as well. Either course could have 
been followed 

Mead Johnson was undoubted) 
better equipped to handle the drug 
channels. But, because Metrecal was 
the trailblazer product, it was also 
important that it be given some of 
the air of respectability of an ethical 
medical product. The mere fact that 
almost all the private-label imitators 
have also been sold over drug count 
ers is testimony to the importance ot 
respectability 


> But Quaker is confident that the 
food store holds the kev to success 
for its Quota. It doesn't have the 
image of a prescniption counter but 


i+ 
it 


does have other advantages 
At a recent early morning meeting 
Quakers Hartley ( 


president 


Lavcock, vict 
product planning and 
K. F. Browning group merchandising 
manager for cereals, outlined Quaker’s 
Quota strategy for Sales Management 

“We've been researching the field 
for over two vears,” said Laycock 
“long before Metrecal hit the market 
Actually were no strangers to the 
general product area in that we've 
been marketing a straight chocolate 
drink, ‘Frescavena,’ in Latin America 
tor years 

“We knew there would be a real 
demand for an all-nutrient drink in 
the American market. And we also 
knew that ‘quick serving’ would not 
be enough. It had to be instant. The 
Metrecal obviously, has 
proved our thinking. The big differ 
ence between Metrecal and Quota 
aside from certain flavor and con 
sistency factors, lies in our marketing 
techniques.” 


SUCCESS, 


“Our entire company is based on 
feeding and nutrition,” added Brown 
ing. “While Mead Johnson decided to 
use the medical route in kicking off 
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QUAKER’S QUOTA is the strongest chal- 
lenger to firmly entrenched Metrecal. 


their new product, with ads in medical 
journals and the use of pharmaceuti 
cal marketing channels, we're using 
food markets. We feel that the Quota 
concept is one of. food rather than 
medicine. After all, these products 
can be used to gain weight as well 
is to lose it. Imagine using Quota in 
iddition to vour normal caloric in 
take every dav. Certainly, there would 
be a weight gain under these con 
ditions 

“Then,” he continued, “we're ad 
vising our food distributors to place 
Quota in the cereals section of the 
market. After all, this is a nutritional 
food product just as are Quaker Oats 
ind other cereal products. In addition 
we feel that the consumer finds her 
self in the super market more often 
than in the drugstore; this, naturally 
increases the product's exposure.’ 

“We dont feel that we were 
Metrecal Laycock put 
in. “Our distribution pattern is sub 
stantially different from Mead John 
son's. Then, of course, we feel that 


46 oped by 


there are certain differences in the 
products that place Quota in a differ 
ent marketing light. For example, we 
use egg protein as opposed to Metra 
cal’s soy protein, and we feel that we 
receive a flavor boost from this formu 
lation.” 


& Both Laycock and Browning agreed 
that Metrecal had done the mission 
ary work as far as consumer educa 
tion was coneerned. “But we certainh 
cannot count on this for our success,” 
Laycock emphasized 
“We're counting on a, frankly, 
superior product. In addition, when 
you add the prestige of a corporation 
the size of Quaker Oats to a product 
introduction, you gain a good measure 
of consumer acceptance right from 
the start. The consumer knows that 
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in Detroit... THE SPORTS FAN CHEERS THE NEWS 


Detroit is known as one of the sports-craziest cities in the nation. That’s why 
The Detroit News gives its readers more football news, more hockey news, 
more news of basketball and bowling and all other sports than any other Detroit 
newspaper. Because good sports are good spenders, The News carries more 
man-aimed advertising than any other Detroit newspaper. Check into it and 
you'll see why advertisers in the know use The News! 


The Detroit News 


640,079 Sundays—480,673 Weekdays ABC 3/31 60. 


New York Office: Suite 1237, 60 E. 42att St. + Chicage Office: 435 N. Michigan Ave., Tribune Tower » Pacific Office: 785 Market St, San Francisco « Miami Beach: The Leonard Co.. 311 Lincoln Road 
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The Sun Also 
Rises in Tulsa 


“Please stop saying ‘A-a-a-ah-h-h-h!’ when 
you drink your Cain’s coffee. You're teaching 
grandpa bad habits.” 

So wrote a little girl to KOTV’s local Helios, 
whose enthusiastic coffee breaking on “Sun-Up” 
prompted the bit of sponsor identification quoted 
above. 

KOTV’s sun chariot rolls across the Tulsa sky 
every morning from 7 to 8. For half that time a 
long-established early morning network program 
tries to make a race of it on another channel 
but our program out-rates it two- or three-to- 
one. We think we know why. 

There’s the program’s spontaneity. (If some- 
one goofs, corrections are made on camera. It’s 
not unusual for a cameraman to shout, ““What 
do we do next?” The audience usually sees the 
behind-the-scenes answer.) 

But the most significant reason for the pro- 
gram’s success is its happy blend of local service 
and entertainment. It is indigenous. Without the 
unlimited budget of its network competitor, 
without the pick of the nation’s brain power or 
talent—although visiting national personalities 
frequently put in an appearance—“*Sun-Up” is 
nevertheless fresh and informative. It does not 
offer the academic charm of national weather 
reports—it tells how to dress the kids this morn- 
ing. It presents conversation-making neighbors, 
not headline-making global celebrities. And, 
while it is important to keep up with world 
affairs—as ““Sun-Up” does through newscasts— 
what the viewer really sees is a reflection of life 
in his own community. 

“Sun-Up” interprets Corinthian’s basic pro- 
gramming philosophy. Through the unequalled | 
CBS eye, we bring our viewers entertainment and 
information from the outstanding network. In ee , 
addition, regional needs and tastes aia met by cre- Responsibility in Broadcasting 
ative local programming. This, we believe, builds 


audience loyalty, wins viewer respect, and helps CGORIMTHIAW 
make friendly prospects for our advertisers. 
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KOTV 
Tusa (H-R) 


KHOU-TV 
Houston (H-R) 


KXTV 
SACRAMENTO (H-R) 


WANE-TV 
Fort Wayne (H-R) 


WISH-TV 
INDIANAPOLIS (H-R) 


WANE-AM 
Fort Wayne (H-R) 


WISH-AM 
INDIANAPOLIS (H-R) 


we couldn’t take a chance on intro- 
ducing a sub-standard product. For 
the fiscal year ended June 30, 1960, 
for example, Quaker Oats Co. sales 
were $322 million.” 

“And rest assured that this weight 
control boom will not fade away as 
some people predict,” added Brown- 
ing. “It’s often called a fad, but time 
will prove that it is not. For the first 
time the public is getting a proved, 
adequate, effective technique with 
which it can control weight. It’s 
painless, tasty, and it's reasonably 
quick. We believe people will use it 
to maintain a weight norm over the 
long haul. We also feel we have 
entered a growth market and we're 
planning accordingly.” 

An idea of the burgeoning accept- 
ance of the new powdered diet for- 
mulas can be gained from the fact 
that many health food counters and 
drugstore fountains now offer a ready- 
mixed glass of the drink as a sub- 
stitute for lunch. Metrecal took an 
early lead in this area as well. 


> Quota, however, has already been 
introduced in the Chicago and Min- 
neapolis markets. Ads kicking off the 
product broke on October 4 in these 
markets and included area TV and 
newspapers. “Certainly,” Browning 
explained, “when we move into the 
national scene we'll be using maga- 
zines as well as television on a na- 
tional level. Right now we're selling 
about 10% of the total population in 
these two markets and we're taking 
our time in measuring reaction. 

“While we don’t require additional 
experience in making the product, or 
even in marketing techniques, we are 
watching product movements, con- 
sumer patterns, who actually makes 
the purchase, etc.” 

Quaker’s new product is being sold 
through distribution channels identi- 
cal to those used by Quaker’s com- 
plete line of products. Food jobbers 
handle the task of moving Quota into 
the Minneapolis and Chicago markets, 
as they will in national markets in 
the future. 

“We are first in the big grocery 
stores,” says Laycock. “And we have 
a good message for the store owners, 
or buyers, as the case may be. We 
tell them that they are losing out to 
the drugstores. We can’t tell them 
they are losing butter and egg volume 
to competitive weight control prod- 
uct sales, but we do tell them that 
they could be selling the same volume 
in the same type of product.” 

SM asked Laycock about the fact 
that Metrecal apparently enjoys a 
very sound relationship with the 
medical profession, due no doubt, to 
smart advertising strategy in advising 


the consumer to seek professional 
medical counsel in the case of severe 
weight problems. 

“And that was good strategy,” Lay- 
cock agreed, “but we don’t feel that 
the medical profession is against us. 
How can it be? We have an excellent 
product and we also make the recom- 
mendation on our label and in our 
literature that medical advice be 
sought in extreme cases. The fact of 
the matter is that orienting this type 
of product to the raedicinal area only, 
is wasting its potential! 

“Quota is good, sound food nutri- 
tion. It can be taken as a weight con- 
trol food, a weight gaining food, or 
simply as a good flavored, healthful 
addition to a normal diet. It is not a 
can of chemicals, as was thought 
years ago in the case of the appetite 
depressants that tended to ‘fill’ a per- 
son in order to kill his hunger.” 

Neither Laycock nor Browning ap- 
peared concerned with the rash of 
smaller brands now on the market. 

However, it is almost inevitable 
with “craze” products like the dietetic 
supplements that sooner or later the 
bloom goes off the rose. Widespread 
dieting with Quota or Metrecal or 
any of the others cannot go on for- 
ever. Either they are abandoned to 
some degree because the public finds 
that (1) dieting is still no picnic and 
(2) fat comes back again if basic eat- 
ing habits are not changed, or every- 
one gets skinny. This is, of course, 
exaggerated, but such products do 
have a habit of going out of vogue 


> This may well result in the death 
of the marginal brands, and could 
even have an unhealthy effect on the 
leaders. Of the two present major 
brands, chances are that Metrecal has 
the best chance of survival. Generally, 
even the most _business-oriented 
druggist is not as prone to bump a 
product off his shelves because of a 
drop in turnover. And this is es- 
pecially true if doctors continue to 
suggest it even after the fad passes. 
But it is doubtful if the situation 
will become so extreme. Both Mead 
Johnson and Quaker have some big 
omotional guns they have not even 
on to use. As was mentioned, both 
roducts are equally useful as weight 
Duilders when they are consumed in 
addition to regular food intake. Thev 
should have a sound future among 
those weight watchers who like to 
use them instead of lunches or snacks 
in an effort to keep weight even. 
And it is always possible that, if 
Quota is successful in food stores, 
enough other big food companies will 
join the race to promote these sup- 
plements right into a permanent spot 
in the American way of life. ® RAK 
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The make-up of Florence She’s a composite of old Southern 
charm and vital Southern energy. She’s 
1,300,000 people strong. She’s industrially and 
agriculturally rich. She symbolizes a beautifully 


compacted market reached by a single-station: 


@Qwstw 


Florence, South Carolina 


Channel 8+ Maximum power + Maximum value 
Represented nationally by CBS TV Spot Sales 


A Jefferson Standard station 
affiliated with 
WBT and WBTV, Charlotte 


— OV 


ON TRIAL 


50 sales execs face 
price-fixing charges 


ADVERTISING 


FTC raises eyebrows 
at auto guarantees 


MARKETING NEWSLETTER 


The electrical price-fixing trials are getting under way. Phila- 
delphia is the scene of what may go down as one of the most 
extraordinary, bitterly fought clashes of Government and Selling 
in decades. . . . In the past nine months, four Federal grand 
juries, investigating every segment of the giant electrical 
equipment industry, have handed down 20 separate product in- 
dictments against some 50 companies and 50 of their sales ex- 
ecutives. General Electric and Westinghouse are named in almost 
every indictment; Allis-Chalmers, McGraw-Edison are hit sev- 
eral times, too. The charges add up to conspiracy to fix 
prices and terms of sale; allocating percentages of Govern- 
ment business, company by company, product by product; hold- 
ing secret meetings to rig prices and bids. (See "The Last 
Great Price Fix," SM, June 17, page 42.) 


Most of the companies and sales execs are pleading not guilty. 
Most are going to fight the case right to the end—even though 
the Government's price police have evidence not much short of 
overwhelming. In the first of 20 possible trials, the anti- 
trusters are prepared to list 25 meeting places where sales 
execs of manufacturers of power switchgear assemblies supposedly 
got together to arrange prices and bids. 


Some of these 50 sales execs could wind up guilty; some could 
go to jail for price fixing. . . . But how many really realized 
what they were doing? How many were actually aware that they 
might have been breaking the Law? Guilty or not, their ordeal 
Should be an effective lesson for many a sales manager who 
may have gotten a little careless in his business conduct. 


Detroit's apparent defiance of Federal Trade Commission's 
tightening up on advertiSing of guarantees and warranties has 
FIC staffers up in arms. ... Ford, General Motors, Chrysler, 
American Motors have all extended their warranties from three 
months to a full year. They are advertising this fact heavily. 
None of their ads appears to comply fully with FIC's recent 
"Guides against Deceptive Advertising of Guarantees" (SM, May 
20, page 58). FTC is making a study of these ads; odds are a 
test case will be brought before long. 


Ford first made the jump to longer warranties. Its timing 
could not have been worse. Its ads broke while FIC was holding 
talks with several auto makers in an effort to persuade them 
to bring their claims into line with the “guarantee guides." 
To the ad policemen, the new warranty copy was like waving a 
red flag in front of a charging bull. .. . FIC takes the po- 
sition that no guarantee is unconditional, that copy must state 
the limitations. If that can't be done ina 10-second commercial, 
FTC insists, the reference to a guarantee must be dropped. 
And FTC seldom backtracks in these matters. 


Sales Management November 4, 1960 


59 


60 


aU | 


NEWSLETTER (continued) 


CO-OP ADS 


mix-up on 
tax-free papers . 


STRATEGY 


that extra pay-off 
in ‘package’ selling 


MISCELLANY 


outlook . . . advertising . . . 
new products . . . exports 


Treasury officials are wrestling with the problem of defining 
newSpapers for purposes of the new cooperative advertising 
allowance law (SM, Sept. 16, page 51). Yet to be written are 
specific regulations telling how Uncle Sam will permit 5% of 
the manufacturer's price of excise-taxed products to be ex- 
empt from tax if used for a co-op ad allowance in newspapers, 
radio or TV. . .. (Incidentally, some advertising media were 
caught napping while this bill was moving through Congress 
and are excluded from its benefits. The outdoor advertisers, 


for example, are seeking a 1961 amendmunt to be included in 
the exempt media list.) 


The new law specifies "newspapers" as exempt—but Treasury 
must now decide whether this includes free-circulation shop- 
ping papers, into which much co-op ad money has been poured 
in the past. Trade groups in the paid-circulation field are 
urging Treasury officials to follow the Post Office definition 
and require a paid subscription list, thus excluding what reg- 
ular newspapers call "throwaways." .. . Note: Although Con- 
gress passed the ad allowance law in plenty of time for it to 
take effect Oct. 1, Ike delayed signing it long enough to post- 
pone the effective date until Jan. 1, 1961. By that time, 
new Treasury regulations should be ready. 


Look for that extra pay-off in selling a "“package*® of products 
and services, rather than a couple of related items. .. - 
Example: BarChris Construction makes and sells bowling alley 
accessories, such as pins, balls, fiber glass and wooden set- 
tees, score tables, ball racks, marking units. But the com- 
pany offers the bowling alley owner a "package"—a turnkey 
contract that includes site selection, financing, labor con- 
tracts, complete construction of building, alleys, bar, res- 
taurant, interior decoration, etc. . . . Result: BarChris' 
sales will triple from '59 to '60, hitting $10 million. 


Not perturbed by recession talk, steel companies are pushing 
ahead with plans for expanding and improving production facil- 
ities. .« . « The nation’s Better Business Bureaus are gearing 
up for an over-all attack on false and deceptive advertising. 
The drive is designed to put new life and strength into busi- 
ness' self-regulatory procedures and help restore some of the 
public’s lost confidence in advertising. 


Probably the first big-screen color TV introduction of a new 
product on a national scale was held recently by Celanese Corp. 
The company introduced Fortrel, a polyester fiber, via closed- 
circuit color TV showings to 10,000 retail executives in 34 
cities. . »« »« The day is coming when marketers can expect 
detailed advice on specific overseas markets from U.S, Foreign 
Service commercial officers. Key Foreign Service and Com- 
merce Department personnel are being put through a month-long 
course designed to acquaint them with the problems and pros- 
pects U.S. companies face in selling their products abroad. 


Sales Management November 4, 1960 


Leasing cars or trucks? G U A R 


Here's a fleet proven plan 
backed by 24 years 


\ ae Y fi Vy if VF 


250 “Blue Chip” corporations now enjoy lower 


leasing costs with Wheels “Fieetguard” Service. 
Zane ii) Financial Strength 
— assures lower costs. Wheels has the kind of financial 


strength that assures lowest cost-of-money. Wheels 
will buy your present fleet and lease it back to you. 


Ket ‘Vii} Facilities 
assures lower costs. Wheels maintains a national network 


of over 300 delivery centers for personalized local 
service to your men at point of use. 


Zoran lil) Administration 
assures lower costs. You get individualized service, 
providing coordinated data on every vehicle at 


regular intervals, plus professional guidance on repairs, 
tires, replocements, etc. 


ean} Used Car Disposal 


assures lower costs. Wheels national facilities provide 
highest return on used cars and trucks. 


si. ee nT eee 


Consult a Wheels man ( 

before you sign or renew WHEELS, INC 
your car or truck 6200 N. Western Ave 
leasing contract. Lease Cage Sy Saas 
Chevrolet Bel Airs, 

with Powerglide, or other 
fine cars and trucks 

with extra equipment of 
your choice. Send 
coupon today for full 
details and names of other 
famous firms in your 
industry now 


Please send me your booklet on Fleetguard Service 


using Wheels Fleetguard 
Service 


e WHEELS 
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CESARE SIEPI 


STAR OF THE METROPOLITAN 
OPERA AND TV 


Like Other People of Good Taste 
CESARE SIEPI is Proud of his 
Prized Possession—An Original 


Portrait by SCHNEIDER. 
Only $28.00 for 9? x 13 


(sizes up to 24 x 30 and larger) 
The perfect year round gift . for 

business or personal gift giving 
CARRIES NO PRICE TAG 
1S REMEMBERED EVERY DAY of the YEAR 
1S UNIQUE and CANNOT BE DUPLICATED 
1S WELCOMED BY THE RECIPIENT, HIS 
FAMILY, AND IS A MOST TREASURED HOUSE 
GUEST 


e OFFERS SUPREME LUXURY AT BUDGET 
PRICES 


Send for our free brochure, literature and 
testimonials from compan that use POR- 
TRAITS by SCHNEIDER successfully and 
profitably Write for special commercial and 
ndustrial discounts on 


. 


es 


company Stationery 


PORTRAITS BY SCHNEIDER 


12 WEYBRIDGE ROAD, GREAT NECK, N.Y. 


“How come 


VPD| SALES BINDERS 


cost so much less?” 


Over 400 in-stock, ready-made 
binders to choose from. EASELS, 
FLIP-OVERS . . 


. sizes from 7x5 to 
24x18 .. . many styles and colors. 


At your stationers now. 


SALES BINDER 
REFERENCE BOOK 


Write for Reference Book #10. 
JOSHUA MEIER CO., INC 


West 26th St *° New 


vPD) Wes 
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Can We Compare 
Media Effectiveness? 


For years media researchers have been talking about it. Now 


at last, someone has taken a small but significant first step. 


Is it possible to come up with a 
dollars and cents evaluation of the 
relative effectiveness of various media? 
This has long been a big question in 
the minds of media researchers and 
advertisers. How does a 4-color full- 
page ad in a magazine compare with 
a one-minute network TV announce- 
ment, for instance? Or how does 
each compare with a full-page news- 
paper ad? So far, no one has been 
able to find an answer to such a 
question. That is, until Dr. Jaye 
Niefeld, director of research at Keves 
Madden & Jones, Advertising, pre- 
sented his study of the Florist’s Tele 
graph Delivery campaign 

The study, which may well be the 
first valid evaluation of its kind, was 
presented at a recent meeting of 
American 
Media 


It measured the relative effectiveness 


Management Association's 


Research Discussion Group 
of TV, radio, newspaper and outdoor 
advertising, and covered these media 
from January through June, 1960. The 
study uses the criterion of sales vol 
ume versus advertising dollar in 
vested, to determine which medium 

and later which combination of me 
dia would be most effective 

A group of three test markets was 
set up for each medium (magazines 
were excluded because of the diffi 


culty in reducing their scope to three 
test market cities). Another group of 
three comparable markets was set up 
in which the over-all national media 
mix was run in order to determine 
whether or not the test markets in 
general might be expected to reflect 
the national sales trend. 

The test markets used were the 
following cities: Television — Spokane, 
Wheeling -Steubenville and Madison; 
Radio—Bakersfield, Grand Rapids and 
Charlotte; Newspaper—Fresno, Wichi- 
ta and Charleston (W. Va.); Outdoor 
-Tacoma, Des Moines and Columbus 
(Ga.) 


> Using an index of 100 each for the 
national average increase in number 
of orders and value of orders, the 
index for number of 
orders in the three control markets 
was 99; for increases in value of 


increases if 


orders it was 95. These figures indi 
cate that the test markets would have 
been very close to the national avet 
age had they not been used for test 
purposes P 

Here's the way the media stacked 
up against each other: Outdoor scored 
179 in number of orders and 131 in 
value. Radio had 102 for number 
and 101 for value 


national average 


verv close to the 
Television scored a 


Item TV 
Population 


Number of 
households 


Effective buying income 
per household 


Number of F.T.D. 
members 51 


$6,155 


Value of annual F.T.D. 
sales per household $1.16 


Advertising budget for 


the test period $4,790 


Characteristics of Test Markets 


Radio Newspaper Outdoor Average 
860,300 907,300 1,014,100 832,400 903,522 


257,700 264,600 


$6,196 


304,800 238,400 266,375 
$5,733 $6,327 $6,103 
50 57 42 50 

$1.12 $1.15 


$4,710 $4,517 


November 4, 1960 


12 for number of orders and, the 
lowest of the group, 46 for the value 
of orders. Newspapers scored the low 
for number at 37 and slightly higher 
than TV with 63 for value of orders 
While the findings show outdoor 
advertising with a substantially higher 
score than other media, Dr. Niefeld 
cautioned advertisers that the results 
were valid for this industry only—and 
perhaps only for this campaign. It 
was due solely to the unique position 
F.T.D. holds in its industry that the 
usual conclusion-inhibiting variables 
could be eliminated. F.T.D. has only 
one small competitor that does vir- 
tually no advertising. Consequently 
there were few competitive factors 
present to complicate the study 


> In order to provide for proper pay- 
ment of its 11,000 member florists, 
F.T.D. directs all orders through a 
central clearing house. Thus, making 
it possible for researchers to collect 
unusually accurate sales data 

However, there are other factors 
that must qualify the study findings 
the suitability of a given advertising 
message to the various media involved, 
for example. The literalness and com 
pleteness of the TV dramatization 
may have spelled out the appeal in 
too much detail AMA discussion 
critics were quick to point out that 
television could have been used much 
more effectively had its message been 
limited to simple dentification spots 
With products such as flowers, color 
aiso becomes a strong factor. Neither 
television nor new spapers had the 
color advantage that outdoor ads had 

Keves, Madden & Jones also ques 
tioned the degree to which a single 
medium can be used as a valid meas 
ure of its own effectiveness, and won 
lered how much certain combinations 
of media might show the individual 
one to better advant ige 

Yet in spite of all these limitations, 
the real significance of the F.T.D 
study should not be overlooked. It 
provides researchers with the first 
reasonably efficient tool for measuring 
media effectiveness. @ CIS 


YOU'RE FIRED! 
Now What Do You Do? 


To find out, read what an expert 
says about what to do and what 
not to do. He’s been through the 
mill and knows what it’s like 
job-hunting in that $25,000 to 
$30,000-and-up bracket. It’s all 
covered in the Nov. 18 issue. 


Sales Management 


TANTALIZE ... 


..+ King Tantalus, in Greek my- 
thology, was punished by being 
placed in water up to his beard with 
fruit-laden branches extending over 
his head. The fruit and the water 
were tantalizingly out of reach 
whenever he sought to eat or drink. 


The tantalizing need in the hospital field 
today is the backlog of acceptable hos- 
pital beds. Public Health Service figures 
show that almost 860,000 new beds in 
addition to the 1,613,000 beds reported in 
1959 are required toprovide adequatecarez 

In 1948, at the start of the Hill-Burton 
construction program, approximately 
908,000 beds were needed, underlining 
the fact that although hospital construc- 
tion figures approach the billion-dollar- 
a-year mark, supply remains tantaliz- 
ingly out.of the reach of demand. 

Hospitals present a market where re- 
placement sales are as important as new 
sales, where needs are not regulated by 
economic conditions, where growth is 
an irrevocable requirement. 

Unlike the dilemma of King Tantalus, 
this market is within your reach through 


HOSPITALS, J.A.H.A. 


Please send me a report on market highlights. 


vA 


Company 
Principal Product 


Street 


:;, a ..... 
HOSPITALS 


Journal of the American Hospital Association 


840 North Lake Shore Drive, Chicago 11 
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KEEP THESE FACTS IN MIND 
WHEN YOU SCHEDULE FUTURE 
ADVERTISING IN MICHIGAN: 


£ ye FS 
Soe $3 ‘ 
#4 : 
' 
i | 
Sa a 
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about the 


BILLION DOLLAR 
WEST MICHIGAN MARKET 


When your sales program calls for advertising THE RETAIL SALES PICTURE 
pressure in Michigan, keep two key points in mind: IM WEST MICHIGAN 


The true Grand Rapids market is greater 
than any city or county. It actually Peter) pees ay 
spreads over 23 West Michigan counties— — ion Soe 

an area accounting for retail sales of over Retail Sales $477,063,000 $1,211,397,000 


one billion dollars, according to Sales Food Sales 111,140,000 301,183,000 
Management’s Survey of Buying Power. oe iis i 


Eati and Ra 

The Grand Rapids Press is the one adver- anaes ince anes nee 
tising medium that can give you effective Apparel 25,938,000 53,474,000 
coverage in this entire area—reaching Furniture — 

9 out of 10 homes in metropolitan Grand Household Appl. 27,927,000 58,584,000 
Rapids and almost 4 out of 10 homes in Automotive 88,915,000 228,336,000 
all of West Michigan. Gen’l Merchandise 68,023,000 131,904,000 


7 a , Gas Stations 37,812,000 102,210,000 
Whether you’re interested in product testing . . . < 


utilizing the impact of spot color . . . or simply oie 37,419,000 119,541,000 
covering your market effectively and economically, 21 898.000 537 
The Press is your best advertising buy in Western Drug 21,535, 48,537,000 
Michigan. SOURCE: SMSBP July 1960 


One of America’s Top Test Markets « Daily Net Paid: 125,330 ABC Publisher's Statement 3 months ending 6/30/60 
THE GRAND RAPIDS PRESS 


NATIONAL REPRESENTATIVES: A_H 


K 
N MA } Ay Ch 


e vw 


A Booth Michigan Newspaper 
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What to Do About the Problem Retailer 


A squad of Business Management Supervisors is U.S. Rubber’s 


answer to the weak dealer. Recognizing that its own sales and 
profits are directly tied to the performance of the individual 
retailer, the company now helps him operate at top efficiency. 


Long a source of concern to manu- 
facturers, the small independent 
dealer who “just can’t seem to move 
goods” promises to become a greater 
worry in the years ahead. With the 
profit squeeze getting tighter, many 
manufacturers are turning again to the 
problem retailer, searching for new 
ways to turn his business into a pay- 
ing proposition. They realize that 
solving his sales problems will solve 
many of their own. One company, 
U.S. Rubber Co., 


its solution 


has already found 


> Under the supervision of Richard 
A. Denby, the company maintains a 
separate department within Sales 
comprising 20 business manage- 
ment supervisors—specialized trouble- 
shooters whose job it is to teach the 
small independent tire dealer how to 
operate his business profitably. The 
men of the Business Management 
Dept. must have a thorough ground- 
ing in accounting, preferably includ- 
ing some experience working with 
small businesses. They must be ana- 
lytical, and they must be able to sell 
intangibles—to sell the dealer on the 
idea of doing the things he must if 
he is to build his net worth. 

The business management super- 
visor works directly with the small 
retailer and the company salesman 
who services him. For purposes of 
territorial coverage he is under the 
territory sales manager, but he is di- 
rectly responsible to Dick Denby for 
job efficiency. 

Case in point: A field salesman, in 
the course of casual conversation with 
a dealer, uncovers some poor or slop- 
xy business practices. He offers to 
wing in a company business expert 
to help the dealer iron out the rough 
spots in his operation. The dealer 
usually welcomes this expert advice, 
and the supervisor is called in. 

However, it’s not always easy to 
sell the retailer on the idea of mak- 
ing changes—of incorporating into his 
business habits the accounting sys- 
tems, the monthly balance sheets and 


U.S. Rubber prepares these expense statement and planning forms for its Business 


Management Supervisor. 


With them, he can help dealers to carefully analyze 


daily business activities, locate trouble spots and plan ahead more realistically. 


daily progress charts that provide the 
supervisor with the material for a 
thorough analysis of his business. 
Sometimes a dealer is reluctant to 
give out information which he regards 
as confidential. That’s where the 
supervisor's ability to sell intangibles 
comes in. He has to convince that 
dealer that he is interested in helping 
him build his business, and that by 
directly helping the dealer, he in- 
directly benefits U.S. Rubber. 

When the small businessman is 
doing well, he usually feels that he 
doesn’t need the advice of the expert. 
But there generally comes a time 
when he gets into trouble, and then 
it takes little convincing to sell him 
on some help. 

“This program doesn’t imply that 
every small tire dealer is a poor 
businessman,” says Denby. “There are 
many who are doing fine, and who 
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will continue to do so. But there are 
also a good many who need help, 
whether they admit it or not. 
“Many dealers started out in a 
small way. They started with an ac- 
counting system developed for them 
by some local accountant adequate 
for their needs at the time. But condi- 
tions change; their businesses grew 
during the times of great consumer 
demand a few years ago. They began 
to hire clerks, to handle bigger in- 
ventories, to turn over merchandise 
faster. It was no longer good busi- 
ness sense to continue using only an- 
nual or semi-annual statements. They 
needed monthly statements or they 
lost track of what they were doing, 
and they became poor managers. And 
that’s where we help them the most. 
“We provide the small independent 
dealer with efficient business manage- 
ment tools, and help him use these 
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U. S$. CATHOLIC POPULATION 
JUMPS 37.5% IN TEN YEARS 
.. «NOW OVER 44,000,000* 


Penetrate this market in depth 
through its largest magasine — 


CATHOLIC DIGEST 


CATHOLIC DIGEST delivers over 760,000 net paid 


circulation with prime characteristics for you . 


Large families— 


Over 4.04 children per household** 


Urban and suburban readership— 
Only 3 are rural, one of the smallest percents 


of all magazines** 


Home owners— 


7 own the homes they live in** 


Large consamers 
Spend more money i per week than any 
other magazine audience* * 
LOW ADVERTISING COST—one of the low 
est rates per thousand im the magazine field 
* Several statistical estimates run well over 
4,000,000, but we are quoting the lower 
figure ef 44,000,000 
** Consumer Market 


Starch 


Report, 1959 Daniel 


For advertising rates contact... 


Eastern Representative 
Mia 


J. J. MeCarthy, Advertising Director 
CATHOLIC DIGEST, 44 East 53 Street 
Y 22, New York PI 


BIG WAYS 


|SLIDES | 
CAN PEP UP 
AND STEP UP 
YOUR OPERATION! 


1 SLIDES ALERT YOUR SALESMEN to new 
products, product changes, forth- 
coming promotions, etc.! 

2 SLIDES TRAIN YOUR SALES STAFF in 
the tested and proved selling 
techniques! 

3 SLIDES ACQUAINT NEW PERSON- 
NEL with company policies and 
procedure! 

4 SONG SLIDES “WARM UP” 
YOUR SALES CONFABS with 
group singing! 

5 SLIDES SPICE YOUR VIS- 

UAL PRESENTATION! 


oy — Sa 
Write, Were or Phone 
> NATIONAL STUDIOS 


44 West 46% 8. 1. 6+ We 2-1ORS 
Cs Guat Wortenenatin, Unequatied 


rvice Since 19121" 


NATIONAL will 
ate any hind 


more skillfully 
more econom 
Cally than you'd 
Delveve possible! 
Tell ws your 
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tools to analyze his business, his com- 
petition and his markets, to make 
realistic plans for the future and to 
follow through.” 

Using U.S. Rubber company forms, 
Denby’s management supervisors help 
the dealer keep a record of his daily 
sales activities, his promotion cam- 
paigns, his expenses—in short, every- 
thing about his business operation 
Then they sit down with the dealer 
and carefully analyze his activities 
looking for trouble spots. They may 
find that there are not enough profits 
per dollar of wages paid. They may 
have to design a new accounting svs- 
tem for him. Perhaps he has to do 
more local advertising; perhaps his 
store identification is poor or maybe 
he was off on his resale prices. 

After diagnosing the ills and recom 
mending cures, the supervisor will 
return in a month or so to make sure 
the follow-up is going without a 
hitch. He may make additional recom 
mendations, and he may have to re- 
turn again and again until the dealer 
starts to show a profit. 

Even the company’s salesmen get 
into the act. They are officially called 
territory managers, and part of their 
job is to keep their accounts healthy 
Working in close cooperation with 
the supervisors, they soon learn how 
to provide similar if less compre 


hensive services to the dealer. Once 


a vear thev will sit down with their 
accounts, and, using a company form 
help them plan for the coming year 
It is also part of the territory man 
igers job to make sure his account 
follows up on the recommendations of 
the business management supervisor 

One particularly successful part of 


U.S. Rubber’s program to make bet- 
ter business managers of its indepen- 
dent tire dealers is the dealer seminar 
in which the company gets dealers 
from different parts of the territory 
together and encourages them to ex- 
change ideas. At such times dealers 
who might otherwise resist company 
aid are usually convinced of U.S. 
Rubber's good intentions. 

The company will even go so far 
as to finance a tire dealer. Small busi- 
nesses often have trouble arranging 
long-term capital loans. Frequently 
enough, a business might be ripe for 
expansion, but the dealer won't have 
the capital for it. In cases of this 
kind, U.S. Rubber has occasionally 
stepped in to provide financial as- 
sistance 

In actuality, the business manage- 
ment supervision program is not new, 
nor is it unique to U.S. Rubber. But, 
while the automobile industry has 
been operating similar programs suc- 
cessfully for some vears, other indus 
tries have not followed their example 

U.S. Rubber first started its pro 
gram in the late thirties, but it was 
dropped when the war came along 
The problem then was not sales but 
supply In 1957, it was started again 
under Denby with a small group of 
five regional supervisors. It proved to 
be so successful that a vear ago each 
district was assigned a management 
supervisor 

“The training, salaries and travel 
ing expenses of the twenty district 
supervisors represents just about all 
the cost sentivall in the program,” 
says Denby. “It has more than paid for 
itself in increased orders from now 
successful independent dealers.” © C]S 
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“What do you suppose Kiplinger reads on Monday morning?” 
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WoNDERFUL 
WoRLD oF 
FRAGRANCE 


With creative research and 


Still Room at the 
: pans , nan i IFF plant, Union Beach, 
modern production facilities in 
Pi N. J., where the most 
every major marketing area edvenced Wah eskoma 
of the free world, IFF develops vacuum distillation 
. , \ equipment produces, 
and produces the persuasive : 
in quantity, the 
fragrances that give sales appeal — 
to successful consumer materials for making 


‘ ‘ » fine fragrances 
products the world over. ' 


The right fragrance for your 
new product...an exclusive 


LFF creation. 


Mi 
9 


7 


: 
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4 a van Ameringen-Haebler éicision 

INTERNATIONAL FLAVORS & FRAGRANCES INC. 
S2!i1West S7t" St. +» New York 19, N.Y. 


Leading Creators and Manufacturers in the World of Fragrance 


Colorful 
Polyethylene 


... Offers powerful 
sales advantages 


presen CHEMICALS CO. 
Division of Metionel Distiliers and Chemice! Corp. 
99 Park Ave., New York 16, N. Y. 


Brenches in principel cities 


Seo PROMOTION IDEA FILE 


By LARRY SCHWARTZ, President, Wexton Advertising Agency, New York 


Extra Depth in Color Printing 


Advertised as “an exclusive process 
that adds depth to the printed page,” 
Curteichcolor 3-D is a 4-color process 
plastic coated, that can be used in the 
preparation of a wide variety of 
promotional materials. Among the 
materials that lend themselves to this 
attention-getting process are: 

advertising post-cards 
business cards 
jumbo cards 
business rep) 

Ww all cards 
streamers 
circulars 
advertising folders 
booklets 

catalogue sheets 
counter cards 
self-mailers 

color sup ements 
visual aids 
calendars 

stuffers 

brochures 

For a free Direct Mail Color Kit, 
including information on postal rate 
changes, proofreader’s marks, and 
instructions on how to prepare cop’ 
for Curteichcolor 3-D, write to W. A 
Watkins, Curt Teich & Co., Inc 
1733 West Irving Park Rd 
13, I 


, Chicago 


Hints for Newspaper Advertisers 


A number of extremely helpful 
services and materials are available 
to advertisers through daily news 
paper members of the Bureau of Ad- 
vertising of the American Newspaper 
Publishers Assn. Among these ave 

@ Annual Time Table of Retail 
Opportunities—seasonal sales patterns 
for 18 store types and over 50 mer 
chandise categories, and merchan 
dising event calendar for the year 
Handy reference book of selling op 
portunities month by month and item 
by item, based on retail sales reports 
of Federal Reserve Board, U.S. De 
partment of Commerce, etc 

® Retail Advertising Budget Book 
~—how to determine and control adver- 
tising budgets. Practical procedure 
and experience tables from trade 
associations, research organizations 
and individual store reports 

© Retail Memo—a weekly 4-page 
newsletter digesting retailing trends, 
ideas and forecasts from 75 trade 
publications to help retailers plan 


effective day-to-day promotions. 


® Selling News and Advertising 
Worksheet—a planning calendar that 
allows for an advance look and 
scheduling of the month's advertising, 
following a tested 4-step procedure 
Features latest news of merchandising 
events, special promotion possibilities 
and popular price 
month. 


centers for the 


® Seasonal Sales Charts—showing 
rise and fall of selling opportunities 
across the vear 


® Business Building Bulletins—case 
histories of successful newspaper ad- 
vertisers, each with a 


spec ific objec - 
tive in mind 


® Seasonal Market Studies—special 
folders highlighting particular seasonal 
retail selling opportunities such as 
Christmas, Back to School, eté 


® How to Check Your Ads for 
More Sell—suggestions on planning, 
selecting the right items to advertise, 
layout and copy help, plus tie-in 
suggestions. 


To learn how you may secure any 
or all of the above, write to Charles 
Lipscomb, President, Bureau of Ad- 
vertising, American Newspaper Pub- 
lishers Assn., 485 
New York 17, N. Y 


Lexington Ave., 


Guaranteed Not to Turn 
Pink in Can 


I'm sure you are familiar with the 
label a canner of white tuna is reputed 
to have put on his cans— 
Not to 
other 


“Guaranteed 
Turn Pink in the Can.” In 
words, he was turning what 
otherwise could have been 
vantage into an advantage. 

The India Madras people have the 
same kind of problem, because their 
colors bleed and blend together when 
the madras is washed. The headline 
on the hang tag makes the major point 
it once—“Guaranteed to Bleed.” The 
body copy says: 

“The homespun qualities of authen- 
tic India Madras result in no two 
piec es’ being exactly the same, and the 
imperfections found in this exotic 
fabric give it the character and texture 
interest which is so desirable. The 
native vegetable-dyed varns_ which 
are used bleed and blend together, 
giving the fabric that much-desired 
quality of distinctively muted and 
subdued colorings. This characteristic 
is to be found only in imported, 


a disad 
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page gain in 
Nation's Business 
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You use Nation's we 
to sell more of the 
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for ay ae with | eal 
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MORE TRAFFIC 
GOODWILL 


NOW 
FOR AS LITTLE AS 


WRITE TODAY! 


SALES ON 
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DOWN TO EARTH 


“How to sell 
CREATIVELY” 


The opportunities of the 60's are yours 
for the selling . . . to those salesmen 
who will apply the four principles of 
creative salesmanship. “HOW TO 
SELL CREATIVELY” .. . Dartnell’s 
new film dramatizing the creative side 
of selling will show your salesmen how 
to SELL MORE ...SELL NEEDS... 
SELL UP... and SELL NOW! 

No other film defines creative sales- 
manship as clearly or goes as far to- 
ward helping salesmen put creative 
ideas to work. It can easily be fitted to 
any sales training session, sales meet- 
ing program, or convention. 


A 30-minute, 16mm. motion picture. 
Available for outright purchase or 
rental. Details on request. 


DARTNELL 


4664 RAVENSWOOD © CHICAGO 40, ILL. 
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authentic handwoven India Madras.” 


Flexible Incentive Catalogue 


The most flexible prize catalogue of 
nationally advertised merchandise | 
have ever seen offers the extra benefit 
of pages on travel as well as merchan- 
dise. The entire catalogue is spiral 
bound, so you can include only the 
items you wish—can even add pages 
about your own products, contest 
rules, ete 

The cover is in an exciting contest 
theme, with a place for your imprint. 

Called Select-O-Page, this prize 
catalogue is available from Incentive 
Company of America, 15 West 57th 
St., New York 19, N.Y. For informa- 
tion, write to Robert J. Frackman, 
General Sales Manager. 


Now Advertise on 
Store-Front Benches 


We've reported recently on the 
availability of advertising on super 
market shopping bags, shopping carts, 
parking lot posters. The reason for 
these media is obvious—survevs are 
showing that the effect of point-of- 
purchase advertising on the woman's 
impulse purchase can be substantial. 

Now we have 2 ft. by 6 ft. full- 
color posters on a bench (the back of 
the bench is the place for your ad), 
right by the door of the super market. 
Food Fair, Penn Fruit, Best Markets 
and Grand Union stores are available, 
and there may be others, too. 

For information, contact Jack Silin, 
President, National Park Bench Ad- 
vertising, Inc., 1920 Chestnut St., 
Philadelphia 3, Pa. 


Guide to 3,500,000 American 
Business Firms 


More than 3.5 million business 
firms and institutions have been com- 
piled on IBM cards and arranged by 
U.S. Government Standard Industrial 
Classification (SIC) number by Na- 
tional Business Lists, 162 North Frank- 
lin, Chicago 6, Ill. For a free 
Marketing Guide of these lists broken 
down by categories, state counts, 
vertical and horizontal lists, type of 
business, etc., write to Abel Davis, 
vice president of National Business 
Lists 


School Teaching Aids Sponsored 
Millions of dollars a year are now 

being invested in supplying elemen- 

tary and high schools with a wide 


variety of materials to assist the 
teacher. These range from booklets, 
charts and films to handbooks and 
texts covering many subjects 

The aids are important in building 
a favorable corporate image for the 
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sponsoring companies, epecey in 
the cities where they have their plants. 
Teachers and boards of education 
welcome them. 

Out-and-out plugs must be avoided, 
and real educational value must be 
paramount. Up-to-date material of 
current interest is important—material 
that would be hard to get elsewhere. 

Some companies (like Ralston Pur- 
ina for its TV series, “Bold Journey”) 
provide aids that tie in with their 
television shows. Others provide 
speakers, awards and prizes. 

There are now specialists to help 
companies with these school programs 
One of the largest is Glick and Lor- 
win, Inc., 1841 Broadway, New York, 
an educational consultant firm with 
branch offices in Washington and Chi- 
cago. For information about how this 
company might help you tap the in- 
creased size and immediate purchasing 
power of the youth market, contact 
Ira Glick, President of Glick and 


Lorwin. 


Shopping Center Network 

Shopping centers now account for 
25% of all U.S. retail sales, exclu- 
sive of automobiles. The typical sub- 
urban center is increasing its volume 
20-30% per year, and it is anticipated 
that a cahen will have 60% of 
the total retail market by 1965. 

The National Advertising Co., a 
subsidiary of Minnesota Mining & 
Manufacturing Co., has secured ex- 
clusive rights to outdoor display ad- 
vertising in leading shopping centers 
in America’s major markets— with dis- 
plays composed of attractive, highly 
visible signs attached to the light 
standards in the centers’ parking 
areas. Currently, more than 200 se- 
lected shopping centers in 80 major 
markets are included. Soon the net- 
work will comprise approximately 400 
centers in 162 top markets. The net- 
work delivers an audience of more 
than 53 million shopper exposures per 
month, at a cost as low as 25 cents 
per thousand advertising impressions. 

Advertisers are being limited to 24 
in each market. For full information, 
write to National Advertising Co., 
Shopping Center Network Division, 
6850 South Harlem, Bedford Park, 
Ill. 


Sales Promotion idea File is a monthly 
review of sales-producing tools and 
ideas designed to stimulate the think- 
ing of sales-minded executives. Address 
contributions to Larry Schwartz, c/o 
Sales Management, 630 Third Ave., 
New York 17, N. Y. 


LIFE’s tempo is geared to speed. It has to be, to bring its readers the latest 
news of the week in great pictures, every week. 

For advertisers, this tempo makes possible a unique marketing facility — 
LIFE’s seven-day ‘“‘fast-close.’”’ Give us your plates on a Wednesday, and 
the very next Wednesday your black-and-white or two-color ad will begin 
reaching 18,950,000 households coast to coast. 

133 fast-close advertisements have appeared in LIFE to meet special 
sales situations—and in October 1960 more advertisers used LIFE’s fast- 
close than in any previous month—three of them twice during the month.* 

With the hottest selling season of the year just ahead, LIFE’s fast-close 
takes on special value. There’s still time to be in LIFE’s big November and 
December issues—including LIFE’s year-end, two-in-one issue, tradition- 
ally the best-selling issue of the year and every year a better seller than the 
year before. (This year’s subject—25 Years of LIFE. Estimated circulation 
—7,200,000 copies.) 

To show you how fast-close works: Normal closing for this special year- 
end issue is November 11 for four-color, November 28 for black-and-white 
or two-color. But (at a premium of only 5° over regular rates) LIFE can 
accept four-color plates as late as November 29, black-and-white or two- 
color plates as late as December 14 for the issue on sale December 21. 

Advertise with the speed of LIFE—year-end and all year long. 


%* They include cars (Ford Motor Co. and General Motors for Buick); cameras (Fairchild Camera 
& Instrument Corp.); frozen orange juice (Florida Citrus Commission); a foundation (The 
Foundation for Commercial Banks); an insurance company (Mutual of Omaha); Socony Mobil 
Co. (two insertions); Calvert Reserve Co. (two insertions); RCA (two insertions, radio and 
stereo) and Wen Products, Inc. (power tools). 


ADVERTISED IN 


ROCKEFELLER CENTER, NEW YORK 20, N.Y. 


Campaign in LIFE and your product will get the votes 
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SMALL BUDGET... 


June 8, 1960 


Mr. Jack Delin 

| The Wall Street Journal 
2999 West 6th Street 
Los Angeles, California 
Dear Mr. Delin: 


Until 1959 our advertising consisted of. cpus stock lists to 
customers and potential customers. On occasion we placed an- 
nouncement ads in trade publications. 


' When we decided to approach, consistent media 
advertising, we foll our adv 

agency, the Lansdale Company, 

in the Pacific Coast edition of The Wall Street J : 
Qur small budget limited us to use of small space. Ve. smaniihons 
attempted only to develop identification of our name and services, - 
in order to improve the effectiveness of our sales efforts. The 
results have been good, and our objectives realized. Steel mill 
vice-presidents, bankers, business men related and unrelated to 
our industry, competitors’ truck drivers, and even our customers' 
purchasing agents know who we are and what we do! 


Small as they are, our ads have made impact in your pages. 
I know must have been pleased when they were 
chosen the Art Directors Club for their 15th 
Annual Show of Western Advertising Art. We were! 


Sincerely, 
RICH STEEL COMPANY 


Ge Gf lp 


Gustav R. Rich 
GRR:de 


RICH STEEL COMPANY 


5930 BANDINI BOULEVARD - LOS ANGELES 22. CALIFORNIA + RAYMOND 3.9221 


Published at: New York, Washington, D. C. and Chicopee Falls, 
Mass. - Chicago and Cleveland - Dallas - San Francisco 
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Dresser Manufacturing did. The company was able to straighten 
out its cluttered distribution set-up by reducing the number of 
distributors from 2,500 to 200. Result: Better distribution plus 
the prospect of increased sales from more concentrated effort. 


It takes real nerve—and foresight 
and courage as well—to eliminate 
90% of your sales outlets, almost 
overnight. 

This was recently accomplished, 
successfully, by the Dresser Manu- 
facturing Division of Dresser Indus- 
tries, Inc. The company, head- 
quartered at Bradford, Pa., has com- 
pleted the unusual process of reduc- 
ing the number of its distributors 
from 2,500 to 200. This feat involved 
determining which ones to eliminate, 
how to fire them gracefully, how to 
get increased sales from the remain 
ing 200 distributors 

Dresser Manufacturing’s newly 
nominated president, Charles Kuhn, 
describes the distribution problem 
that had confronted this manufacturer 
of pipe-joining and repair products 
for the gas, oil, waterworks, sewage 
disposal and other industries: 

After World War II, because of 
the depletion of warehouse stocks and 
large-scale resumption of war-deferred 
projects, business expanded so fast 
that Dresser felt a policy of sales 
saturation was in order. We sold our 
products to any outlet which was a 
good credit risk. We made few de- 
mands regarding stocking, promotion, 
or any of the functions generally con- 
sidered a part of the normal distribu- 


tion picture.” 

While Dresser had only a few bona 
fide distributors, the term “distributor” 
was applied not only to those perform- 


ing a real distributing function, but 
also to those commonly known in the 
trade as jobbers and brokers. Almost 
any resale organization could apply 
for and receive a discount on Dresser 
couplings and compression fittings. 

“Business was fine,” Kuhn says, 
“and we were busy building our own 
sales and service organization. Not 
too much could be done about our 
distribution Frankenstein until we 
were staffed and had the promotion 
and training materials to tackle the 
job 7 

About two vears ago, Dresser’s 
problems began to multiply. “Our 
distributors were in competition among 
themselves for the same customers 
One distributor would lav the ground- 
work for the sale, and another would 
step in and close the sale.” Kuhn, 
along with F. G. Fabian, Jr., then 
the president of Dresser Mfg. (now 
executive vice president of Dresser 
Industries), decided to take the steps 
necessary to correct the situation. 

Thev made the decision in February 
1959 not to replace any distributors 
who dropped out through normal at- 
trition. At that time there were 2,500 
distributors for “general market” 
Dresser products throughout the U.S. 
(This did not include distribution to 
oil-field supply stores, which handled 
a highly specialized product line, nor 
distribution for all Dresser products 
in Arizona, California and Nevada. A 
survey had shown that these distri- 
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bution areas were in excellent shape.) 
The next step was to instruct com- 
pany salesmen to evaluate their terri- 
tories carefully. Depth interviews 
with end-users were held. Analyses of 
service, stocking, markets covered and 
general performance of distributors 
were carefully made by each sales- 
man. A distributor evaluation ques- 
tionnaire which really asked for facts 
was prepared, and the company in- 
sisted that it be filled out in detail. 
The company told each salesman 
to survey his distributors “as if he 
were going to buy their businesses for 
the territory—as if he were going into 
business for himself.” 
Simultaneously, representatives 
from company headquarters called on 
key distributors, questioning them as 
to their complaints about company 
policies and service, and getting first- 
hand their feelings about competition 
from fellow distributors. “We realized 
that the situation had been created 
bv us,” Kuhn admits, “and we wanted, 
in all fairness, to hear their side too 
before we made any judgments.” 


> Next, a revised territorial manage- 
ment plan was instituted, with new 
sales goals for each territory. Head- 
quarters marketing men visited each 
territory for a 3-day conference with 
the salesmen. They explained the 
plan, then returned with the informa- 
tion that the salesmen had elicited 
during their interviews with distrib- 
utors and end-users. 

Specific problems began to emerge 
from the general problem. “We had to 
work like laboratory researchers,” says 
Kuhn, “sorting out the good points, 
one or two at a time, so that we 
would be left only with the specific 
germ. Then we could take steps to 
correct the disease.” 

The next move was the application 
of a vertical marketing approach to 
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Gifts That Go With Men ON JHE GO! 


Hascon 


WEEK AT-A-GLANCE 
DESK AND JR. SIZES 


DEPT. M, 475 FIFTH AVENUE, NEW YORK 


A 

FULL 

WEEK'S 

ACTIVITIES are recorded on 
each 2-page spread in these 
perennial Nascon favorites for 
desk top or pocket. Generous 
note space, extra pages for 
January, 1962 dates, and an 
alphabetically-indexed address 
and phone section assure this 
gift a wonderful reception from 
everyone on your gift list. 


= itil 


Se eu ee ee eee eee eee 


TST aT ttatat teat eee 


AN EDITION FOR EVERY 
BUDGET. A selection of “Week- 
At-A-Glance” editions in a range 
of prices offers gift suggestions 
you can depend upon to reflect 
quality, taste, thoughtfulness. 
Books are individually boxed. 
Covers imprinted in gold, free, 
with your name or trademark. 
Recipient’s name can be gold- 
imprinted at small cost. 


See The Outstanding Selection offered in the new Nascon Gift Catalog 
which features dozens of smart business gifts. Send for your copy now. 


SPECIALTY DIVISION 


NASCON 


/ Mascon 


AT-A-GLANCE 
Products 


PRODUCTS 


Division of Eaton Paper Corporation 


17, NEW YORK 


ANNOUNCEMENT 


The SI 


LOUIS GLOBE-DEMOCRAT takes pleasure in announcing to 


the problem. “We carefully studied 
the eribution characteristics of our 
markets, and instituted separate but 
individually appropriate market se- 
lection plans for each,” Kuhn explains. 
Subdividing the “general market” 
products into two lines—national and 
custom—served to separate and to 
clarify the special problems of each 
area. 

The so-called “national” line was 
described as those products of uni- 
versal use which crossed all market 
lines, and which needed little pro- 
motion or creative selling. As “de- 
mand” products, they required satu- 
ration coverage and ready availabil- 
ity, and virtually sold themselves 
The “custom” line included products 
which required more personal sales- 
manship, heavy promotion, and ex- 
tensive technical and engineering ap- 
plication to varying field usage. 

Dresser decided that any bona fide 
resale organization could buy and re- 
sell the “national” line, in order to 
satisfy the constant needs of their 
customers for these universal prod- 
ucts. This left all concerned concen- 
trating on the problem of how to sell 
the “custom” line—the area of greatest 
potential growth for Dresser 


> With all preliminary screening out 
of the way, and with a wealth of 
statistics accumulated, a final work 
session was called for Nov. 1, 1959 
The entire field sales force, in a 3-day 
night-and-day session, studied the re- 
sults and ironed out final problems 
Two hundred distributors were se- 
lected as best able to represent 
Dresser in its major markets. All that 
remained was the last—and touchiest 
—problem of all: How to fire the other 
2,300 distributors? 

Still working under very 
ful security wraps, each salesman 
canvassed his territory again by 
February 1960, visiting each distrib- 
utor finally selected, and explaining 
the written policies which would 
govern Dresser distributorships. Cre- 
dentials issued by company head- 
quarters informed the distributor that 
the Dresser salesman covering his ter- 
ritory was now considered a_ terri- 
torial manager. “In effect, we put our 
salesmen in business for themselves in 
a year’s time,” Kuhn notes 

Once the salesmen had made their 


SUCCESS- 


advertisers and agencies that effective January Ist, 1961, they are expand- 
ing from a flat rate to a 200,000 volume structure and from no frequency 
to a full frequency rate structure using the CID discounts. 


decisions as to those distributors the 
company would retain, letters were 
sent to notify all former distributors 
of their change of status, giving them 
at the same time the name of the new 
official local Dresser distributor. 
“We then sat back and waited for 
the brickbats,” says Kuhn. “Although 
reaction was immediate, we had more 
roses thrown at us than bombs.” The 


We are sure that this progressive action will be pleasing to national ad- 
vertisers and agencies and encourage their greater use of newspaper 
advertising. 


St. Louis Globe-Bemorcrat 


Represented nationally by Moloney, Regan & Schmitt 
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“With movies, we can train our people 
anywhere, anytime, without policy dilution.” 


says H.S. Logan, Training Director 
Household Finance Corporation 


“Our business is people. We have over 1000 branch man- 
agers throughout the United States and Canada who 
must work with people under a uniform HFC philosophy. 


““Management training movies are the quickest, most 
unerring, and as-close-to-personal way we've found to 
pass this HFC policy from home office to branch. 
With movies, we can be absolutely sure of duplicate pres- 
entations and no dilution of policy. 


“To show our movies, we've selected Kodak Pageant 
Sound Projectors. We think they give us fine performance 
on the screen, and quiet, non-distracting operation.” 


Kodak Pageant Projectors 
don’t get in the way of the movie 


You, your instructors, or your salesmen don’t have to 
fumble with parts. The Pageant’s reel arms, belts, power 
cord are all permanently attached. A child can set up 
and thread this machine. Many do, in fact, in school- 
rooms everywhere. For a demonstration, call your Kodak 
audio-visual dealer, or for literature, write: 


Kodak Pageant Projector ) EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 
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Extend your market penetration... your 
profit protection...wih American 
Credit insurance 


wouldn't 
build 


“half-a 


missile. . . 


USAF SM-68 Martin TITAN 


Like a missile, a business transaction isn’t 
worth much until it’s completed . . . when your 
invoice is paid. After you’ve made the sale and 
the shipment, AMERICAN CREDIT INSURANCE 
helps you finish the job . . . completes your 
profit cycle .. . protects your capital investment 
in accounts receivable. 


The one thing that permits deeper market 
penetration is security .. . the security of com- 
mercial credit insurance. AMERICAN CREDIT 
INSURANCE facilitates sales progress . . . helps 
you add more new customers, sell more to pre- 
sent customers . . . by elevating lines of credit 
with security and stability. 


Is your credit insurance policy up-to-date? 


Call your insurance agent . . . or our 
local office. Send for informative 
booklet on the sound sales advan- 


Write AMERICAN CREDIT INDEMNITY 
Company of New York, Dept. 59, 


tages of modern credit insurance. as 


..commercial credit 300 St. Paul Place, Baltimore 2, Md. 


insurance exclusively 


since 1893 
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market strengthened almost immedi- 
ately, as the salesmen made more 
personal contacts and generated more 
enthusiasm for sales training and 
allied programs among the distrib- 
utors.” 

The distributors reacted by in- 
creasing their advertising and promo- 
tional efforts, knowing that sales 
generated by these programs would 
now be theirs alone. All previous dis- 
tributors were assured that Dresser 
products were available from inven- 
tory stocks of their local distributor. 

The former distributors who ques- 
tioned the new program were visited 
by the territorial manager. With 
few exceptions they recognized the 
strength of the new program. Many 
even placed themselves on the wait- 
ing list for distributorships. This more 
than counterbalanced the sour reac- 
tions of those who felt that they 
should have been chosen—only three 
out of 2,300! 


> “Everyone was breathing sighs of 
relief all over the place,” Kuhn con- 
tinues, “when pars a the national 
business situation slumped noticeably. 
We were certainly not alone in our 
worries during this trying time, but 
our feelings of concern were exag- 
gerated because the new program 
was just getting nicely under way.” 

Dressers move paid off. Over-all 
distributor sales were not affected by 
the slump. Unit sales to distributors 
remained the same as in the past, but 
with fewer customers. 

“In retrospect, we summarize our 
advantages as fellows,” Kuhn says. 
“It is now possible for our salesmen, 
who are now in a management situa- 
tion, to know exactly and precisely the 
quantity of stocks in their territories 
Their enthusiasm is at a new peak, 
and they find that they can schedule 
their working time more efficiently. 

“They have time, for example, to 
work with the distributor, and assist 
him in his training, sales, and pro- 
motional efforts. The distributor 
profits by having professional help 
in these same areas, while Dresser 
has achieved its original goal—in- 
creased sales resulting from  con- 
centrated effort.” © 


NOW BETWEEN COVERS 
The 10 Biggest Mistakes 
Executives Make 


Write: Readers’ Service, 
Sales Management, 630 Third 
Ave., New York 17. $2.00 
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HOW TO HANG GUSTOMERS 
(OVER THE COUNTER) 


: 
Garrotes, gallows and gibbets are gauche. C mers willingly suspend themselves over 
the counters of merchants who know how toffise Mass Mail. 

This versatile medium is ideal for build 
combines the intimacy and individual appea 
coverage of the mass media. 

Lemarge is one of the pioneers of Mass 


market and product testing and other Mass 
the nation’s largest advertisers. 


ng sales, traffic and customer loyalty. It 
of a personal letter with the broad market 


ail. We have used our knowledge of lists, 
ail techniques in the service of some of 


In addition to consulting services, Lemdgge also handles the production and proc- 
essing of over a million pieces of mail daily, §nd creates the kind of sales-pulling copy 
and art that can be depended on to queue up §he counters of our clients. 


If you are looking for expert Mass Maiff services, perhaps you should depend on 


* 


Lemarge. 


mass mail 
specialists 
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'LEMARGE! 
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Lemarge Mailing Service Company, 417 So. Jefferson St., Chicago 7, Illinois 
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Long Distance pays off 


in extra sales 


“We hurry up sales by answering all inquiries by phone”’ 


says K. S. Williams, 
owner, Crown Metal Products Co., West Newton, Pa. 


LONG DISTANCE RATES ARE LOW 


“A Long Distance call shortens the time between in- Here are some examples 


quiry and order,” reports Mr. Williams. “You settle ques- 


Kansas City to Omaha 
tions at once... and take advantage of the personal touch. 


, Chicago to Toledo 
“Recently, by using our telephone to follow up in- 
quiries, we closed two extra sales of 85000 each. The cost 
£ the calls was only $10.” Philadelphia to Indianapolis 
oO 1e Cz S Was On bee) . 


ee 


Detroit to New York 


, , ‘ ° F Washington, D.C. to Los Angeles 
A sales inquiry is a valuable and perishable thing. 


Handle it quic kly. and personally, by telephone. { These are day rates, Station-to-Station, for the first three 
7 “ ¥ minutes. Add the 10 federal excise tax 
Long Distance pays off! Use it now... for all it’s worth! 


BELL TELEPHONE SYSTEM (B) 
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W hat's Business Travel Doing to Wives? Part II 


Do Corporations Care? 


In the last issue of SM, wives of sales executives spoke frankly 
about their feelings on the increasing amount of travel being 
done by their husbands, and the emotional and other problems 
arising from the absences of husband and father from home. 
The executives interviewed agreed for the most part that this 
“widowing” of their wives and “orphaning” of their children 
was no light matter. Most of them frankly stated that the prob- 
lem was unsolved and would remain so unless company man- 
agements took a hand. What do the companies themselves 
think about it? Do they feel responsibility for the unhappiness 
created? Are they trying to do anything about it? Interviews 
with a cross section indicate that many corporations do care. .. . 


The emotional problems raised by 
the increasing amount of travel re- 
quired of executives, particularly those 
in sales, is one of the business world’s 
hottest potatoes. Managements are 
not quite sure how to pick it up. But 
pick it up and do something about it, 
they ihe Ag they must. They don’t 
relish seeing their corporate selves in 
the role of creators of travel “widows 
and orphans.” 

Some admit the problem exists, in 
theory, yet will add: “It isn’t particu- 
larly serious in our organization.” Such 
companies don’t want to really find 
out os serious it is. Their top men 
are shocked and troubled when they 
are brought up against the sort of 
situation described in Part I of this 
article wherein a long-suffering “travel 
widow” had hidden her feelings fairly 
successfully from her husband and 
even from herself until they reached 
the boiling-over point. 


> But many companies are facing the 
fact that lonely wives, unruly semi- 
fatherless children of their constantly 
traveling executives have some claim 
on their attention and are evaluating 
solutions. 

“It’s a wonderful subject to be ex- 
plored in Sales Management,” com- 
mented a spokesman for the Columbia- 
Geneva Division of United States 
Steel Corp., “. . . a serious problem . . . 
needs airing.” 

McCormick & Co., Inc., considers 
the well-being of its employees very 


much its responsibility. “We want our 
people to be happy. That includes the 
men and also their wives and families. 
If they are happy, they are more pro- 
ductive; so, apart from the important 
human considerations, it is in the com- 
pany’s interest to be aware of any 
problem that may lower morale and 
do as much as possible to remove or 
ameliorate it.” 

“Families come first—the company 
second,” is the viewpoint of Hugo 
O’Detto, western regional sales man- 
ager with Parker Pen Co., and the 
policy of the company with respect 
to travel and its home consequences 
reflects that attitude insofar as that is 
possible in practice. 

G. ]. Ticoulat, himself one of Crown 
Zelierbach Corporation's most traveled 
men in the upper reaches of sales, 
says: “With us, travel repercussions 
have never come up as a corporate 
problem. This may be because we try 
to anticipate it and by so doing, ward 
it off. We let both the man and the 
wife know at the start what to expect 
when an executive is placed in or 
raised to a situation where much travel 
is involved. They make their joint 
decision at the outset.” 

Without exception, every company 
management willing to discuss the 
matter admitted that its executives 
were required to travel more today 
than in the past and that, particularly 
in marketing, they wall probably 
travel even more in the future. 

At one time it was the salesmen, 
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the “knights of the road,” who did 
most or all of the sales travel in a 
company while managers kept swivel 
chairs warm. Today, the situation is 
reversed. “Our field men are traveling 
less, our executives more,” is a com- 
mon report of the larger companies. 
If too much travel becomes necessary 
for the men in a large territory, the 
company opens up a new sales office 
and puts a resident man there. This 
means shorter trips, which bring the 
men home every two or three nights 
at least, and over week ends. But sales 
supervisors and managers must travel 
more as branches and sales offices 
multiply and communications become 
paramount. 


> “The greatest amount of travel in 
our organization,” observes the spokes- 
man for one of the nation’s largest 
manufacturers of grocery store prod- 
ucts, “is done by our division sales 
managers.” 

Another firm, a major industrial 
concern with headquarters on the 
West Coast, observes: “About 70% of 
our market is east of the Mississippi. 
Although we do have widely and 
strategically located sales offices with 
middle management men, top sales 
executives must spend time with them 
regularly in the interests of communi- 
cation. The more such offices, the more 
travel.” 

Reinforcing the evidence from the 
companies themselves, representatives 
of transportation companies, particu- 
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TULSA’S new $35,000,000.00 AIR TERMINAL 


This new project will not only meon greater poyrolls and 
construction, but puts Tulsa ahead of most mid-western 
cities for the jet age. For real response to your advertising, 
select bustling, vito! TULSA, one of the TOP FIFTY morkets 
in the U.S.! Remember, you're not “in’’ Oklahoma, unless 
you're in Tulsa. 


For More Business, Use the Oil Capital Newspapers 


> TULSA WORLD | 


TULSA TRIBUNE 
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Represented Nationally by The Branham Co. Offices in Principal U.S.A. Citles 


PORT CLEVELAND 


“THE INDUSTRIAL GIANT” 
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larly airlines, say there is no question 
but that executive travel is increasing 
tremendously. 

Why is this so? A prime reason ap- 
pears to be intensified com ition. 
Second, we find the incr aware- 
ness of communication in motivation 
and control. And third, as one manage- 
ment spokesman put it: “The need 
was always there, in greater or lesser 
degree. It is now feasible for execu- 
tives to get out into the field regularly 
because a jet plane trip can get them 
almost anywhere they need to be with- 
in five or six hours at most and a 
couple of hours for shorter distances.” 

What all this adds up to in terms 
of the problem under consideration is 
that sales executives, from middle on 
up to top responsibilities, are away 
from their homes anywhere from 40% 
to 75% of their time. “No wife’ likes 
this or can be expected to,” observes 
a top management executive. “The 
men themselves do not like it any 
better.” 


> The problems involved are neither 
few nor simple, as company manage- 
ments recognize them. Lonely wives 
mean discontented wives. A discon- 
tented wife is not likely to bolster her 
mate's morale. Worrying wives are 
another problem. Many of them dread 
accidents that will deprive them of 
their husbands, their children of a 
father. The men often hide the same 
fear. After the day’s work, the man 
away from home misses his family; he 
gets lonely, too. What does he do 
about it, week after week? Returns to 
his hotel room and does his paper 
work. Does some entertaining of nis 
contacts. Reads. Goes to a show 

“We realize that monotony sets in,” 
a management executive admits 
“Some of our people are in danger of 
getting into trouble if kept away from 
their homes too long. The great ma 
jority of middle-executive men are 
men of action, and not apt to have 
monkish tastes. Speaking for myself 
and I don't think I'm atypical I 
don't do any drinking or cutting up 
when I am at home. With long eve 
nings or week ends away from home, 
I find myself in bars; I spend money | 
can't afford. I have to be on guard all 
the time not to get into situations | 
might regret.” 

It's no use being naive and failing 
to face the fact that long and frequent 
separation of man and wife can and 
sometimes does lead to sexual frustra- 
tion, management men realize. Wives 
fear the solace absent husbands may 
seek. Husbands wonder if their wives 
will remain faithful. More than one 
company has records of divorces di- 
rectly or indirectly traceable to this 
cause. 


“The fact that the majority of our 
men and their wives can and do take 
separation in their stride and adjust in 
one way or another should not blind 
us to the fact that much unhappiness 
is created for less adaptable indi- 
viduals,” says one management spokes- 
man who has reached the top in 
marketing. “We have individual cases 
where a man has refused a promotion 
involving additional travel when he 
felt this might jeopardize his marriage 
And we respect the choice.” But some 
men optimistically believe they can 
take it, and then run into difficulties 
when the sustained disciplines of 
separation year after year become too 
much for one or the other or both 

Are there solutions? Most company 
managements seem to think so. As the 
marketing head of a large industrial 
concern put it: “There have to be 
Travel is not going to decrease. Every- 
thing points to our executives, particu- 
larly those in sales and marketing 
positions, having to be in closer and 
more constant contact with our sales 
offices the country over and, equally 
important, with our distributors ‘ 


> Most companies agree that the field 
prograins of their men who must travel 
constantly should be planned so as 
to bring them home for week ends as 
a standing rule and kept out longer 
only in unusual situations or for the 
occasional special activities. Here are 
some comments: 

“It's written policy in our organiza- 
tion that executives or men who must 
travel a lot be home week ends. If 
it is absolutely necessary for them to 
stay out longer at times, we insist that 
they be home at the end of two 
weeks. We feel this is only fair to 
them and to their families; but there 
is another aspect. Our experience has 
been that men who stay out in the 
field as long as three weeks get stale 
Also, they lose continuity at the office 
Proper control is not maintained. At 
any level in sales we consider that a 
man becomes ineffective in the field 
and on his job as a whole after two 
weeks without a home break.” 

Week ends home where at all 
feasible appears to be the unwritten 
rule for most concerns “and if 
you think it isn’t feasible,” one man 
agement executive comments, “it may 
be that planning is at fault. We find it 
possible in most instances to route a 
man, or help him route his travel, so 
that the job requirements bring him 
home or close enough to home to get 
there quickly by Friday night.” 

One of the larger heavy industrial 
concerns of the nation takes a different 
approach. This company’s manage- 
ment during recent months has been 
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“If these business indicators 
had told us the WHOLE story, 
we'd be set for this market!” 


Within their limitations, all indicators 
of business activity have some signifi- 
cance, but few of them foreshadow the 
market for construction materials. They 
are too late to be of predictive value, 
too general to reflect a specific con- 
struction market. This is precisely why 

if you sell in the new construction 
market — DODGE CONSTRUCTION 
CONTRACT STATISTICS can have 
special meaning for you. 


DODGE CONSTRUCTION CON- 
TRACT STATISTICS—reporting cur- 
rent contract activity which forecasts 
future buying — provide the opportu- 
nity month after month for a priceless 
survey of tomorrow’s market. This can 
mean the difference between keeping 
you prepared — or leaving you still in 
the gray area of “maybe” if you rely 
exclusively on general economic data 
only remotely reflecting construction 
activity. 
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Please send me your booklet, “Dodge Construction Sta- 
for Better, Safer, More Profitable Business 


tistics 
Decisions.” 
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Address 
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Get the whole story on how DODGE 
CONSTRUCTION STATISTICS—tai- 
lored to cover just the areas where you 
do business, and just the types of build- 
ing that interest you — allow you to 
make valid short-term predictions based 
on current contract volume. They give 
you a strong competitive edge by help- 
ing you to control inventories, raw 
material purchases, production, and 
promotion. 


Dodge Construction Statistics 


help you in determining whether 
you're losing or gaining ground in 
your market; 
help you in making valid short-term 
predictions — to control inventory, 
production and promotion; 
help you in setting realistic sales 
quotas; 

® help you in evaluating performance 
vs potential for individual salesmen 
and distribution outlets 


F. W. Dodge Corporation 
119 W. 40th St., New York 18, N. ¥., Dept. SMI10 


F. W. DODGE CORPORATION 


DODGE CONSTRUCTION STATISTICS 
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studying its vast organizational travel 
patterns with a keen eye, for a number 
of reasons: (1) economy, (2) greatest 
possible utilization of executive time, 
(3) morale of the man and his family 
and consequent emotional stability. 

“We found, as we got into the 
matter,” a spokesman for the corpora- 
tion explains, “that these three main 
objectives would best be served by 
fewer and longer trips, particularly 
where transcontinental travel was in- 
volved. A man accomplishes more on 
a two-week trip than on two one-week 
excursions into the field. He can 
schedule more concentrated work, 
cover more ground, altogether plan 
his time usage better. Our executives 
used to ‘ake more frequent trips and 
be home week ends, but we have 
found the longer stay at home base, 
the extended time in the field, more 
efficient for us. As far as we can 
discover, it's better for the families 
too: they have longer periods of un- 
interrupted family life. Each time a 
trip is discussed, this company asks, 
and encourages its executives to ask: 
“Is this trip necessary?” 


> Creater responsibility to field of- 
fices is another means of cutting down 
on the marginally “necessary” trips 
“Open sales offices wherever market 
conditions warrant; put high caliber 
men in charge; train and encourage 
them to make decisions within our 
policy frame, commensurate with their 
situations,” is the prescription of a 
nationally operating concern with far- 
flung operations. 

“Don’t forget the telephone,” re- 
minds more than one top executive 
“It can be used more to cut out ‘panic 
trips’ when something seems to be 
going awry in the field. We use it 
freely for in-between contacts. And it’s 
one of the best means of holding up 
family morale and allaying anxieties 
in both man and wife during absences 
We urge our people when they travel 
to telephone home when they arrive 
at destination, to let the wife know 
where they can be reached by tele- 
phone in an emergency, to call if they 
move on to another location, and to 
telephone before they leave to let the 
family know when they will arrive 
home.” 

“You might call it an unwritten rule 
in our organization,” reports another 
marketing exec, “that executives away 
from home may use our tie lines when 
they are vacant at night to dial home 
calls at reduced rate.” All companies 
contacted recognized a_ reasonable 
number of long distance telephone 
calls home as legitimate expense ac- 
count items, more than justified by 
the boost to the morale of the man 
away from home. 


“There's just one thing we'd like 
to get across to wives,’ one sales 
manager emphasizes, “and that is, not 
to utilize these telephone contacts to 
pour out tales of woe, reports of 
minor emergencies the man can do 
nothing about where he is, but will 
worry over, or stories about how bad 
the children are when he is away 
Let him know that while he is out 
‘hunting,’ you are capable of keeping 
the home fires burning.” 


& With the realization that men who 
travel constantly may be a little 
anxious about being killed or hurt in 
an accident and leaving their families 
without support, and that wives are 
often haunted by this fear, some com- 
panies see to it that the men carry 
more than average insurance coverage. 
One very large concern has all of its 
much-traveled executives insured by 
Lloyds of London. The company con- 
siders this superior to “trip insuran< e" 
and reassuring to all 
spokesman for the 

“Travel is safer 


concerned. A 
firm 
than it’s ever been 
travel. But we 
recognize that a person traveling up 
to 60% or 70% of his time might be 
more exposed to the possibility of 
fatal accident.” 

Closed-circuit 


observes 


especially airplane 


television, corpora- 


tion switchboards equipped for con- 


ference calls, facilities that permit 
headquarters sales meetings to be 
seen, heard and participated in by 
branch offices the country over and 
heard by international sales meeting 
groups—these modern marvels may 
not seem to have much to do with 
mitigating the loneliness of “travel 
widows,” but some business people 
think there is a very real connection. 
Such facilities may cut down markedly 
on travel. 

In one big company, for example, 
by means of such facilities, an emer- 
gency was met by a man in the head- 
quarters office holding a 30-minute 
conference with representatives in 
eight different company locations, 
simultaneously. “Expensive,” he ad- 
mits, “but the alternative would have 
been sending a man to each of those 
eight areas, all far apart from one 
another. What's more, the problem 
was solved instantly.” 

Teletype is another such device 
A teletypewriter communications Sys- 
tem was installed this year, for ex 
ample, for Kaiser Aluminum and 
Chemical Corp. and other Kaiser com- 
panies, linking 65 major plants and 
offices throughout the U. S. This 
brings the entire diversified facilities 
of the industrial organization within 
minutes of each other for high-speed 
processing of 


business messages, 
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sales orders and production reports 
The system required two years to in- 
stall, represents an investment of more 
than $2 million by the Bell Telephone 
System companies in the areas served 
and gives Kaiser a communications 
network reported to be the largest 
such industrial installation on the 
Pacific Coast and one of the largest 
in the country. But well worth it, 
this company’s management feels, in 
terms of efficiency and speed of com- 
munications. And who can calculate 
how much travel—and family lone- 
liness—will be saved? 

In the first section of this article 


much-traveled executive proposed 
counteracting family loneliness with 
periodic company- -subsidized * 
for the wife and, at times, 
the children as well. Another pro- 
poss al was compensatory time off for 
the executive to be with his family 
when home from a long trip. 

lo the first idea, most companies 
were not receptive if it meant adop- 
tion of the “fringe travel benefit” as 
a policy. Some company manage- 
ments frowned on any proposal that 
wives accompany traveling executives 
on ordinary working field trips. Too 
distracting Acceptable only for con- 


“escape 
vacations’ 
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ventions and meetings where social 
activities are scheduled, was the feel- 
ing of most managements. 

Nevertheless, most admitted that 
if a man wished to arrange informally 
for his wife to accompany him on 
selected field trips, nothing would be 
said. A spokesman for the West Coast 
operation of one of the nation’s lar- 
gest corporations put it this way: 
“Occasionally we know that wives go 
along with our executives on trips, 
unofficially if it's not a convention 
Officially it's not at company expense 
But if a man is taking a trip South, 
for example, and decides to drive 
the motel bill and other expenses are 
so slight that no one discusses it.” 


Another view: “A man is respon 
sible for his performance when he 
reaches executive level. It's up to him 
how he plans details of travel.” 


Still another: “The big problem of 
lonely wives is in the sales divisions 
It is just there that we feel wives of 
our men, even on trips, can be of 
some help, for considerable sociability 
may accompany high-level sales con- 
tacts. It is often feasible, in fact de- 
sirable, to include wives, whether for 
dinner, a game of golf, or other enter- 
tainment. That is something we leave 
up to the judgment of our executives 
Good judgment is one of the talents 
we engage them for.” 


® As to compensatory time off fol 
lowing long trips, so that family life 
might be enjoyed, one big company 
said, “No; he’s needed at the office 
when he gets back.” But others were 
more lenient: 


In the case of our people 
who travel a lot, if they need two or 
three days off at the end of a stren- 
uous trip either to relax at home with 
the family, play golf with the wife 
and friends, or whatever the pref- 
erence may be in leisure-time activity, 
they take it with company approval 
We estimate a man on his perform- 
ance. And we like those who work 
hard when they work, play hard when 
they play = 


Well, it’s sort of like the 
coffee break. It was never officially 
recognized or written into policy, but 
it came about. If our men stay home 
for a day or so after a long trip, to 
enjoy and make it up to the wife and 
family, that is never questioned.” 


. You can’t establish cut-and- 
dried policy on some of these human 
problems,” is the feeling of one top 
marketer in a firm of national and 
international repute. “You play it by 
ear. What I personally feel is that 
more contact between upper-echelon 
sales executives and the wives of other 
executives at the various levels might 
(1) uncover family trouble spots and 


permit us to take care of them in ways 
that seem appropriate, and (2) let 
the wife know that the company is 
not callous or indifferent to her prob- 
lems, her loneliness, the frustrations 
growing out of her husband's constant 
absence.” This man makes it a point 
when in the home town of any middle 
executive in sales to invite him and 
his wife out for an evening of soci- 
ability. They're encouraged to let 
down their hair. The relationship 
established between the wife and this 
management representative often does 
a lot to siphon off actual or potential 
resentment. 
Recognition of the 
tance may 


wife's impor- 
help to keep her from 
feeling that she is buried in the home 
backwater while her spouse has all 
the excitement and fun. A fascinating 
experiment in bringing sales wives 
into the act was made this spring by 
GM's Chevrolet Motor Division, 
Pacific Coast region (see SM, June 17) 
when it held the pre-promotion sales 
meetings for the wives, not the men 
responsible for sales for its western 
territory 


> Actual 


for many 


loneliness certainly exists 
travel widows; but one 
management spokesman points out 
that in talking with “lonely” wives 
and trying to help them solve their 
problem, he has frequently found that 
they are not so oan lonely as fearful 
of being confronted with difficulties 
with no one to turn to. Often many 
moves have taken them far from their 
original homes, their parental and 
community ties; it’s hard putting 
down new roots, making new friends 
who can be relied upon in an emer- 
gency. “Younger wives get very 
scary, especially when they have little 
children,” this understanding execu- 
tive has found 

There are solutions, he believes. A 
company should make it plain that 
there is someone in the organization 
to whom such a wife may turn in case 
of emergency. She should not feel 
that she has to stew or suffer in silence 
Her difficulties, even if seemingly not 
serious, should be listened to sympa- 
thetically and help or counsel pro- 
vided while her mate is away. 

One company believes in encourag- 
ing families whose men travel a lot 
to locate near to one another, either 
in a suburb or apartment building. 
If the husband of one family is away, 
another may be home and able to help 
out where a man is needed. The wives 
can fraternize, baby sit for one an- 
other, and provide companionship. 

“We also encourage our men to 
make sure their wives know who to 
call if the dishwasher breaks down, 
the TV set blanks out, or a new washer 


is needed for the kitchen sink. 
Even the clinging vines, or those 
who make a point of giving their 
husbands the ientie vine treatment, 
learn to be pretty efficient and self- 
sufficient when they have to. “Let him 
play God when he’s home,” is the 
advice of an experienced sales man- 
ager who has gone in and fixed a 
washer himself on occasion, “but don’t 
decide that tears or prayer are your 
only recourse when he’s away. The 
yellow pages of the telephone di- 
rectory can provide almost anything.” 
Above all, suggests a top manage- 
ment man in one of the country’s large 


corporations, “if you are going to 
offer a man more responsibility, with 
increase of travel or longer trips away 
from home, be sure to talk it over 
early with the wife, too. See them 
separately and together. Find out if 
they can take it. Let the decision be 
hers as well as his. She'll know that 
the company is considering her feel- 
ings, the family welfare, and the 
marriage relationship. Believe me, it 
makes all the difference when the 
wife feels that the company knows 
she exists as a person, and that it 
does care about her feelings and prob- 
lems.” 
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Hen J. Kai Sylvester J. (Pat) Weaver, former 
— ——— B ‘iden — . president of NBC, who now heads 
uiiader, Dreamer, McCann-Erickson International. 


* 7 
5 / Super-Salesman Kaiser foil had been sold modestly, 
WE and only on the West Coast. TV 
(continued from page 39) introduced it nationally. In time 
“Maverick” came to promote (through 
Young & Rubicam) not only foil and 
| one. A “maverick” also appears in Kaiser Aluminum but the whole 
) “Oh, What a Beautiful Morning!”) family of enterprises. (Norman, Craig 


“Television was a new method of & Kummel handles Willys cars and 
consumer advertising,” he says, “and McCann-Erickson has been appointed 
[ wasn’t 100% sold on it. [Mrs. H.].K., for Hawaii Kai Village.) 


it’s said, didn’t like “Maverick.”] Now, “Maverick” replaced the “Kaiser 


I am sold. Some of our top men were Aluminum Hour. Moving in boldly 
against it. But they aren’t any more on ABC on Sunday night, against 
gana Our salesmen found a Jack Benny and Ed Sullivan on CBS 


tremendous 
dealer response to it.” and Steve Allen on NBC, it forged 
In gambling heavily on TV (last to the front in the ratings race. Then 
vear Kaiser spent $3.7 million in net- “Maverick” tock on the then-still- 
work television), he was willing, at vigorous “64,000 Challenge,” and 
least, to listen to the experts. Specifi- won out again 
cally, he listened to his TV consultant. This fall, in addition to part- 


Kaiser Knows What Advertising’s For 


Among the many things that Henry Kaiser is, he is first of all 
a salesman. 

He promotes Hawaii to the mainland through the first mobile 
tape unit to produce island shows for mainland TV consumption. 
Then on the Kaiser “Maverick” and “Hong Kong” shows on ABC- 
TV he plugs Hawaii. Just one such announcement on “Maverick,” 
he says, produced 40,000 replies. 

When it comes to “extending the benefits of civilization to the 
entire human rece,” sales and advertising have a whopping job 
to do. Kaiser says: 


© “Our entire management team has come to realize the all- 


essential part advertising performs in all our businesses.” 


@ “Management cannot cfford to begrudge funds to advertis- 
ing. 


“ 


@ “Advertising men mus! be taken closely into inner-manage- 
...and your employees’ health. ment circles.” 
Doctors estimate that 1 in 4 of @ “Able advertising men can make a tremendous contribution 
your employees (whether key to a company.” 
executives, skilled workers, Kaiser likes to speak of “challenges” and “battles” in advertis- 
experienced secretaries or ing conferences. Speaking of planned fall ad campaign on TV, 
valued clerks) will develop he plans to “wage the biggest, boldest battle of the coming 
cancer at some time in their broadcasting season.” 
lives. What is worse many of From every Kaiser executive's desk hang world-wide tele- 
Ss. s se, 

. ti h H de he has “ d in” the t : “Th 

them may die needlessly, un- ee ee eee en 


less they know how to guard 
themselves against cancer. 


old needies—the daring challenge and the incentive—are out to 
the sales departments of every Kaiser company [and the agencies] 
to do a far better job than ever of combining effective saiesman- 
To help save their lives, ship with the power of television.” 

. The stations must do their part, too, he says. And as he does 
call or write our nearest office 
for information about a see in each new challenge the opportunity to use our individual 
free employee education talents better than ever before: 
program, geared to your 
particular factory or office. 


in every speech, the chairman puts poetry into promotion: “Let's 


‘We never know how high we are 
Till we are called to rise; 


And then, if we are true to plan, 


AMERICAN CANCER SOCIETY Our statures touch the skies.’ ” 
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sponsorship of this show, Kaiser has 
taken on the new “Hong Kong,” on 
ABC-TV Wednesday night—against 
NBC-TV's popular “Wagon Train.” 

Despite such success, the founding 
chairman still reserves the right to 
doubt the experts. He admits that 
he didn’t, at first, like the Stan Fre- 
berg commercials introduced last 
winter. These gently kidded the 
grocers. Though he would never say 
that The Customer Is Always Right, 
he does believe that selling is a seri 
ous business 

For all his warmth and humor, he 
iS an earnest man. 

When he talks of “people,” 
thinks of them as motivideale 

Two days before we talked, en 
route from Honolulu to New York he 
had paid his first visit, since its com 
pletion, to the 28-story Kaiser Center 
on Lake Merritt in Oakland. (This 
structure is said to be the largest 
commercial building west of Chicago.) 

And though I suggested it would 
save him time if he had a secretar\ 
pull a copy for me, he insisted on 
reading a 3-page talk he made then 
to some 30 key associates in the new 
Kaiser Auditorium. 

He started by saying that 
Apaka has gone away.” 


“Alfred 
(Henry met 


his group’s know-how. 


suppliers. 


“American prices.” 


and total profit. 
26th in ratio of profit to sales. 


Kaiser Builds Abroad with Native Partners 


In 26 countries the Kaiser group now works with local govern- 
ments, companies and people to build native industries. 

Six years ago, Henry Kaiser, then 72, traveled 75,000 miles in 
Latin America in efforts to start native industries, based partly on 
In Argentina, for example, Kaiser indus- 
tries became a partner of both the government and the people. 
In the process the new firm developed hundreds of native parts- 


In Buenos Aires, where U.S.-built Chevrolets and Fords still cost 
$15,000 to $18,000, the Willys Jeep is now sold at approximately 


Among all Argentine companies Kaiser now ranks first in sales 


But by poring costs and prices, Kaiser stands only 


That is all right with Henry Kaiser. 
aims are to “build a strong middie class,” 
tend material benefits to all the people of the world.” 


Everywhere, his group's 
and ultimately to “ex- 


this Hawaiian singer a decade ago, 
when he first “fell in love” with the 
islands, and proceeded, virtually, to 
adopt him. — died several 
months ago at the age of 42.) 
Kaiser emphasized Alfred's dedi- 
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cation to the family and the organ- 
ization. He asked his aides to hear a 
recorded rendition of “The Lord's 
Prayer,” which Alfred gave him 
shortly before he died 

He repeated what he has said many 
times—that “all problems end up as 
opportunities,” and that all big op 
portunities are realized by the co 
operation of people. 

A devout Christian (Episcopalian 

ny re-emphasized that * “all things are 
possible to him who has faith. Faith 
sees. Faith recognizes the power that 
means accomplishment Faith 
transcends all] limitations, pene- 
trates all obstacles Faith never 
fails. Faith is a miracle worker. This 
very building is a symbol of that kind 
of faith.” 
& Then the whole group—the engi- 
neers and constructors; the makers 
and marketers of steel and cement and 
aluminum, and of components for air- 
craft and missiles and_ electronic 
equipment; the chemists and the dig 
gers of sand and gravel; the creators 
of rocket engines; the directors of 
hospitals and the builders of hotels 
and homes—heard an unpublished 
recording of Alfred Apaka, singing 
“Auld Lang Syne.” 

Henry Kaiser conveys a_ certain 
fatherly feeling. Though he has done 
his share of talking, he knows when 
to listen. Perhaps he should have 
been a confessor or even a psychiatrist 

S. S. (Bert) Inch, now vice presi- 
dent of Kaiser Aluminum, recalls the 
time when he was construction fore- 
man on a big dam, and everything 
went wrong at once. He admits that 
he “ran around—and did nothing.” 


Henry arrived. Bert flooded him with 
his woes. “Mr. Kaiser” says Bert, 
“just sat there and listened.” 

Finally, Kaiser said: “You can't 
solve all your problems all at once. 
But you can solve them if you set 
out simply to swing at them one at 
a time. And remember, I'm always 
here to back you up.” 

Though he never reached high 
school, he was mighty pleased when 
University of Nevada (the Hoover 
Dam state) conferred on him the 
honorary degree of Doctor of Laws. 
To his “fellow graduates” on that oc- 
casion, he gave five bits of advice: 


1. Know yourself and decide what 
you want most of all. Then write 
down your goals and your plan to 


reach them 

“2. Use the great power you can 
tap through your faith in God and 
the hidden energies of your soul and 
subconscious mind.” 

(In building Bonneville Dam, on 
the Columbia River, “we were warned 
that the raging waters could rise 20 
to 30 feet in a day or two, ripping to 
shreds any puny work of man... .”) 


“3. Love people and serve them.” 

(He likes the line from “Briga- 
doon”: “With a smile on his face for 
the whole human race... .”) 


“4. Develop your positive traits of 
character and personality.” 

(He has seen findings in a lot of 
surveys which show that, in getting 
ahead, these traits weigh about four 
times as much as training and com- 
petence 


Cred 


5. Work! Put your life's plan into 
determined action Live dar- 
ingly, boldly, fearlessly Take the 
well-considered risk 

Today he adds 
ing.” 

In our conversation, it was he who 
made an oblique reference to retire- 
ment, with the statement that, “I’ve 
just begun to live.” He calls the 
Hawaii Kai Village project his “big- 
gest yet. . It will have a longer 
effect—and it will bring about a whole 
new way of living.” 

Kaiser believes that “none of our 
key people will ever retire.” And he 
is pleased to note that other senior 
citizens also are making large plans. 
Specifically, he mentions Robert 
Moses, 71, who has been persuaded 
to relinquish some of his long-held 
posts with the State and City of New 
York, and to accept a 5-year contract 
to create and run the World’s Fair of 
1964. 

Henry Kaiser commented: “Peo wz 


die when they stop moving ahead. 


“And keep on dar- 
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Marketing Outlook for December 


By DR. JAY M. GOULD, Research Director 
Sales Management and Its Survey of Buying Power 


®& The Sales Management monthly Index of ponent of our Business Activity Index, will 
Business Activity will register a 2% gain register a 5% gain in December, for pos- 
in December over last December. How does sibly an all-time monthly high in retail 
this fit into the general business pic- sales volume, due in part to Christmas 
ture? On the whole, this is not too bad Day's falling on a Sunday, allowing for 
a@ performance in the light of the current a record breaking pre-Christmas shopping 
business situation. There is now some buildup. 

support for the theory that July repre- 
sented the cyclical turning point, as re- 
flected in the slight drop of the third- 
quarter Gross National Product from the 
second quarter, and that the final quar- 
ter will rise again. 


® Third quarter retail sales volume has 
been most disappointing; total sales re- 
maining unchanged from 1959, as against a 
5% gain in the first two quarters. Non- 
durable goods still scored a 3% gain as 
against a 4% gain in the first half of the 

, . year, but durable goods sales sagged most, 
® Initial public response to the 1961 cars ruming at more than a 5% decline in the 
third quarter, as against a 1% gain in the 
first half. 


is good enough to ensure much greater auto- 
motive output in the final quarter of 1960 
than was true in the strike-bound final 
quarter of 1959. This, plus the expected ®& If the final quarter of 1960 does re- 
rebuilding of steel inventories will verse the business decline, then the bal- 
carry industrial output well into the plus ance between hard goods and soft goods 
column. Retail sales, the other main com- sales will be restored. 


37 Best Cities Over 500,000 Cities 50,000-99,999 


Hempstead Twsp., N.Y. 111.1 Raleigh, N.C. 
St. Louis, Mo. 104.2 
ar ets Dallas, Tex. 103.8 Portland, Me. 
San Francisco, Cal. 103.3 Rene, Nev. 
for San Diego, Cal. 102.5 Pontiac, Mich. 
Chicago, Ill. 102.5 Lexington, Ky. 


December 


(Top six cities 


Cities 250,000-499,999 Cities Under 50,000 


by population groupings) Phoenix, Ariz. s 117.6 Cheyenne, Wyo. 
U.S. Index: 100 Honolulu, Hawaii 108.7 Lafayette, ind. 


Norfolk, Va. 105.2 : 
Portland, Ore. 103.9 Middletown, Conn. 


The following cities have a common Newark, N.J. 103.1 Bartlesville, Okla. 

denominator. They are expected to Jersey City- Port Huron, Mich. 

exhibit business activity leadership Hoboken, N.J. 101.6 Poughkeepsie, N.Y. 
in the coming month. The index 
opposite each city compares its per- 
formance with that of the nation as 
a whole. For example, if a city has Cities 100,000-249,999 Canada 


an index of 106.9 it means that ; k 
its business activity next month is Waterbury, Conn. 114.9 Regina, Sask. 


forecast to lead the national aver- Lincoln, Neb. 108.0 Montreal, Que. 
age change by 6.9%. Canadian Columbia, S.C. 106.9 Halifax, N.S. 
figures are compared with U.S. De- Albany, N.Y. 106.5 Quebec, Que. 
tailed figures are on following Wilmington, Del. 106.1 Toronto, Ont. 
pages. Sacramento, Cal. 106.1 Winnipeg, Man. 
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Business Activity Forecast for 


The Marketing Value of Business Activity Forecasts 


Business activity levels are projected 
two months ahead for 306 U.S. and 
Canadian cities as a guide to the mar- 
keter on where his sales efforts might 
pay the biggest dividends. Cities marked 
with a » are Preferred Cities of the 
month. They have a level of activity 
compared with the same month in 1959 

which equals or exceeds the national 
change in business activity 

The business activity forecasts are 
measured primarily by the ebb and flow 
of bank debits, seasonally adjusted, and 
reflect sales, employment, 
wage lev els in all segments of business 
retail, wholesale, industrial, service, con- 
struction, farming, etc 

The first column of the accompanying 
tables indicates the number of months 
out of the past 24 in which a city has had 
a star to indicate a better than average 
performance. When a full 24-month 
period of back data are not available, the 
ity’s record is indicated as follows: 8/11 
would mean that a city has had 8 starred 
months out of the past 11. The 11 in- 
dicates the total number of months for 
which data are available 

The second column indicates the index 
f change for this month of 1960 versus 


purchases, 


the corresponding month of 1959. 

The third column (the city-national 
index) relates the annual change in the 
index of the city’s business activity to 
that of the U.S. Thus, a city-national 
index of 106.0 indicates that the city is 
enjoying a gain in business activity 6% 
greater than the U.S. average. 

The fourth column is an estimate of 
expected retail sales for the second month 
ahead. While the dollar volume applies 
only to retail store sales it is also useful 
as an approximation of the relative im- 
portance of one city as compared with 
another on all of the elements that make 
up its economic pattern 


Suggested Uses 


% Special advertising and 
drives in spot cities 


promotion 


*% Picking cities for test campaigns 


% Revising sales quotas for branches, 
districts and salesmen 


%& Checking actual performances against 
potentials 


% Basis for letters for stimulating sales 
men. 


% Forestalling salesmen’s alibis 


BUSINESS 

ACTIVITY 
Past vse 

FORECAST ™% «889 


UNITED STATES 


102.0 100.0 22527.00 


No. & City 
Months Inde 
eutof i 


NEW ENGLAND 
Cities Over 500,000 


Boston, Mass 4 61 


Cities 100, 000-249, 999 


Bridgeport. Conn 100.8 
Hartford, Conn 101.4 
New Haven, Conn 100.7 
w Waterbury, Conn 117.2 
Fall River, Wass 2 
New Bedford, Mass 100.4 
Springfield, Mass 101.2 
Worcester, Mass 1911 
Pawtucket-Central 
Falls, 8.1 4 
Providence, R. | WS 


Able-to-buy house- 
holds? Meriden-Wallingford 
has 24,500, with Effective 
Buying Income per house- 
hold of $8,286" .. . 97%, 
blanketed by the Record 
and Journal. Just one buy 
—the Record and Journal 
—gives you overwhelming 
dominance in this rich mar- 
ket. No Hartford or New 
Haven ABC daily has over 
400 circulation here. 


* SM '60 Survey 


The Mexidon 


RECORD and JOURNAL 


Meriden * Connecticut 


Nationa! Representatives: 
JOHNSON. KENT 


Gavin @ Sinvine. Inc. 


Sales Management 


Yes! New London households 
outbuy other Connecticut house- 
holds in cities of 25,000-or-over 
population. Total retail sales per 
average household: a whopping 
big $7707 !* 


Make your gain here in The Day, 
New London's only daily, with 
98°/, city tone coverage. 


Zw, 


*SM ‘6 Survey 


Che Dap 


NEW LONDON, CONMECTICUT 
National Representatives: 
JOHNSON, KENT, GAVIN 

& SINDING, INC. 


November 4, 


LARGEST 


FAMILY 
COVERAGE 


BY 
ANY MAINE DAILY 


Because it reaches more fami- 


lies — it gives advertisers 
greater returns ot lower cost 
than any other Maine news- 
paper. No combined figures. 
Just one big morning issue 
that delivers the biggest sell- 
ing punch in the state! 


75,000 


7 Counties—ONE Daily . 


Bangor Daily News 


Maine's Largest Daily .. . 


Represented By 
Johnson, Kent, Gavin & Sinding, Inc. 


a 
OVER 


December 


BUSINESS 
| 
ACTIVITY — Cy 


5 
FORECAST ae 


Cities 50,000-99,999 
® Meriden- 
Wallingford, Conn. 15 102.5 
%& Stamford, Conn 106.1 
Lewisten-Auburn, Me 101.7 
%& Portland, Me 112.9 
% Brockton, Mass 104.8 
Holyoke, Mass 96.4 
w& Lawrence, Mass 107.8 
Lowell, Mass 100.8 
Lynn, Mass. 99.5 
Pittsield, Mass 97 
Manchester, NH 5 100.7 


Cities Under 50,000 

% Middletown, Cons 10 115.7 
New London, Conn 6 364 
Serwich, Conn 1 73 
Bangor, Me 13 1006 


162 


rated first* for 
testing among 
U. S. cities in 
75,000 to 
150,000 popula- 
tion group. 


rated sixth* 

for testing 
among all U. S. 
cities due to 
stable economy. 


“according to Seles Management 


rated second* 
for testing 
among all New 
England cities 
regardless of 
population. 


the tostingett market in the country 
gives first aid to new products 


THIS Is Eastern Connecticut 


$31,736,000 
AUTO SALES 


A ONE-Newspaper 
Market 


“Spill-Over” circulation is 
all right for fringe sales— 
but who would think of 
settling for a thin edge of a 
$31 million auto market? 


The Norwich Bulletin alone 
provides primary coverage 
of big Eastern Connecticut 
—places your message 
where the sales are concen- 
trated. 


Norwich Bulletin 


DAILY and SUNDAY 
NORWICH, CONN. 


Week-Days 
27,489 


Sundays 
23,380 


Represented by 
The Julius Mathews Special Agency, Inc. 


Source: SALES MANAGEMENT 


SHELL is the latest in a distinguished line of products 
and services to select Portland, Maine as best for the 
test. 


Other products recently tested in Northern New 
England's No. | market are Cornette Margarine, Dawn 
Soap, Libby's Beef Stew, 3 Little Kittens Cat Food and 
many others. 


Do what others do! Make Portland, Maine your 
No. | test city, Write for details. Then, you'll be sure 
to select the market that guarantees ideal and economi- 
cal testing conditions. 


G 

EVENIN 
ERALD 

PORTLAND PRESS tt AY TELEGRAM 


EXPRESS 


‘ Represented, by: 
Julius Mathews Special Agency, Inc. 


Sales Management November 4, 1960 93 


& LY Business Activity 
a FORECAST 
BUSINESS 
ACTIVITY 


* City 
1960 


9 $ 
vs vs (Mijlien) 
FORECAST 1959 1959 December 


%& Salem, Mass 02.5 100.5 9.07 
% Nashua, N. H 101.3 6.26 
we Newport, R. |. _ 5 103.3 4.20 
Woonsocket, R. | g 97.4 6.52 
Burlington, Vt 96.2 6.90 
Rutland, Vt : 96.7 3.83 


MIDDLE ATLANTIC 
Cities Over 500,000 


Buffalo, N. Y 0 FS BW.0 76.36 

tw Hempstead 
Township, N. Y 24 1133 lll 147.73 
tw New York City, N.Y. 11 1065 104.4 1125.24 
Philadelphia, Pa. ... 19 99.2 97.3 258.09 
& Pittsburgh, Pa. .~- 13 103.0 1010 105.73 


Cities 250,000-499,999 


% Jersey City 

Hoboken, WN. J 12 103.6 1016 
tw Newark, N. J 19 105.2 103.1 
% Rochester, N.Y ll 102.7 100.7 


Cities 100,000-249,999 


% Camden, N. J 16 105.9 
Ww Elizabeth, N. J 20 104.2 


You don’t have to be clairvoyant 
to see that Woonsocket gives you 
profitable Rhode Island sales! This 
$63-million market is yours with 
just one buy: The Call, giving you 
98% coverage of this 64,596 ABC 


City Zone. 


WOONSOCKET 
CALL 


COVERS RHODE ISLAND'S PLUS MARKET 


BUSINESS 
No. & City 


Months Inde 
ACTIVITY out of i960. 


Past 
FORECAST M1989 


Passaic-Clifton, N. J. 98.5 
Paterson, N. J. . . 98.5 
Trenton, N. J 99.0 
® Albany, WN. Y. ...- 108.6 
Niagara Falls, N.Y 988 
Syracuse, N. Y. 101.7 
Utica, N.Y. _- 97.5 
% Allentown, Pa. ....- 102.2 
w Erie, Pa — 102.1 
tw Reading, Pa. 106.5 
Scranton, Pa 100.9 


Cities 50,000-99,999 


Atlantic City, N. J... 7 98.5 
Binghamton, N. Y 5 101.0 
Elmira, N. Y - 3} wes 
Schenectady, N. Y 0 Ws 
Rome, N. Y 1 7 
Troy, §. Y i » ae 
Altoona, Pa 9 1006 
Bethiehem, Pa 96.4 
Chester, Pa. 101.3 
Harrisburg, Pa 99.2 
% Johnstown, Pa 107.5 
Lancaster, Pa 97.3 
Wilkes-Barre, Pa 99 
York, Pa 98.0 


Cities Under 50,000 


Jamestown, N.Y . © M7 
% Poughkeepsie, WN. Y. 20 107.0 
%& Hazleton, Pa. . 8 104.2 
%& Norristown, Pa . 24 103.6 
w& Oil City, Pa. Sted 3 1049 

Sharon, Pa. 8 6.7 

Williamsport, Pa. 0 98.9 


EAST NORTH CENTRAL 

Cities Over 500,000 

%& Chicago, 1! ._.12 1046 1025 

%& Detroit, Mich 16 102.2 1002 
Cincinnati, Ohio 5 SS 6 
Cleveland, Ohio 4 1004 4 

% Milwaukee, Wis 18 1038 1018 


Cities 250,000-499,999 


Indianapolis, Ind ll 97.2 
Akron, Ohio 9 7 
Columbus, Ohio 5 101.0 
Dayton, Ohio 1% 101.1 
% Toledo, Ohio 15 103.5 


Cities 100,000-249,999 


Moline-Rock Istand- 

East Moline, til ll 978 
Peoria, Ii! 2 94.1 
Rockford, tl 12 1006 
Evansville, Ind 0 100.9 
Fort Wayne, Ind. 16 9 

% Gary, Ind. . 18 1074 
% Hammond-East 

Chicago, Ind. _.11/20 104.1 
South Bend, Ind. «6. SBS 
Flint, Mich 4 90 
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BUSINESS Cc 
ge < iy Retail 

TY onths Index Sates 
ACTIVI tof 1960 


s 
FORECAST jo 1980 December 
Grand Rapids, Mich. 13 . 36.98 
Lansing, Mich ll } . 25.16 
® Royal Oak- 
Ferndale, Mich 21.4 
% Saginaw, Mich. _. 18.58 
Canton, Ohio 21.86 
Youngstown, Ohio 29.83 
Green Bay- 
Appleton-Neenah 
Menasha, Wis 96.2 
& Madison, Wis 104.6 


Cities 50,000-99,999 
Champaign-Urbana, Il. 9 96.6 
Decatur, tl 0 «6469 
East St. Lowis, 1 0 4 
Springfield, ii 9 A 

& Muncie, ind 16 1069 
Terre Haute, Ind 8s Wl 
Battle Creek, Mich 3) 6965 
Bay City, Mich 6 W353 
dackson, Mich 6 
Kalamazoo, Mich 96.8 

& Muskegon, Mich 107.3 

® Pontiac, Mich 110.3 
Hamilton, Ohio F6 
Lima, Ohio W9 

®& Lorain, Ohio 
Mansfield, Ohio 


THEY'RE GOING BACK 
FOR SECONDS IN 


ALTOONA, PA.... 


That's the only thing that'll explain the phe- 
nomenal per-family food sales in this way- 
above-average Pennsylvania market. 


Or, perhaps it's the steady paychecks from 
expanding industry that opens up new plant 
after new plant in booming Blair County. 
At any rate, Altoona families eat 21°/, bet- 
ter than the average for a city Altcona's 
size—$1,009 per year—with total county 
food sales now over $40-million per year! 


What does 1961 promise for Atloona? Thriv- 
ing and expanding industry payrolls push 
the record figures even higher. 


Good news for all advertisers . . . it's easy 
to reach these ready-to-buy families through 
Blair County's only daily newspaper, buyin 

influence for 98°/, of Altoona homes, 70°, 
of the households in Blair County. 


Sell Growing Altoona With The 


Mirror 


Altoona Pennsylvania's Only Daily Newspaper 


RICHARD E. BEELER, Adv. Mgr. 


Business Activity 


-S 1 


BUSINESS 
ACTIVITY 


ag (main 
) 
FORECAST 1959 1950 December 


FORECAST 


City 
Neo. *& City Nat'l Retail 
Months Index index Sales 


Springfield, Ohio 78 9 12.89 
% Warren, Ohio 102.2 100.2 10.40 
Ww Beloit-Janesvitie, Wis 107.3 105.2 11.68 
Kenosha, Wis 1016 996 10.18 
La Crosse, Wis 1006 986 8.44 
& Racine, Wis. 102.9 13.90 
% Sifeboygan, Wis 102.2 5.52 


Cities Under 50,000 


Bloomington, 111 8 #99 979 
Danville, 11 0 Wl 991 
& Lafayette, ind 19 115.7 1134 
w® Port Huron, Mich 4 1093 107.2 
%& Elyria, Ohio 15 1026 1006 
Middletown, Ohio 955 936 
Portsmouth, Ohio 6 96.7 
w& Steubenville, Ohio 106.0 103.9 
Zanesville, Ohio 7 0 93.1 
Oshkosh, Wis 96 93.7 
Superior, Wis 1013 6993 


WEST NORTH CENTRAL 
Cities Over 500,000 


% Minneapolis, Minn 9 102.3 1005 


BUSINESS 
ACTIVITY 


Ci 
No. & City watt Retail 
Months Index index Sales 
out of tf s 
(Million) 


i 
Past vs. vs. 
FORECAST 241959 1959 December 


Kansas City, Mo. 
Ww St. Louis, Mo. . 


8 1004 98.4 97.43 
7 106.3 104.2 129.65 


Cities 250,000-499,999 
% St. Paul, Minn 13 103.1 


Omaha, Neb. . 9 100.3 


Cities 100,000-249,999 


Des Moines, lowa 6 100.9 
Kansas City, Kan 5 9.1 
% Topeka, Kan. www LO 7 
Wichita, Kan. > Be 
Duluth, Minn. . - 98.4 
Springfield, Mo. ‘ 96.2 
%& Lincoln, Neb 110.2 


Cities 50,000-99,999 


Cedar Rapids, lowa 12 
Davenport, lowa .... 7 
Dubuque, lowa 10 
Sioux City, lowa 9 
Waterloo, lowa 

St. Joseph, Mo AP 
Sioux Falls, $. D 4 


Cities Under 50,000 


Hutchinson, Kan . 10 
Joplin, Mo 2 


M 
CKaiw 
Y 


e 


RADIO. and TELEVISION 


OHIO'S NO. | GROWTH MARKET 


Genera! Merchandise Sales 


69% 
Above 


Average Volume 


General Merchandise sales spotlight 
Elyria as the main shopping hub of 
Ohio’s fastest-growing metropolitan 
market—your key to the 


$230,782,000 sales. 


Your share of Ohio’s No. 1 growth 
market 


area’s 


is big now and growing 
rapidly. A moderate investment in 
the area’s leading newspaper starts 


the sales rolling your way. 


* 
Chronicle-Telegram 
"THE FAMILY NEWSPAPER" 
ELYRIA, OHIO 
Circulation 25,540 ABC 3/31/60 
Double the Number of City Families 


Represented by 
The Julius Mathews Special Agency, Inc. 


Sales Management 


New Era 


Erie, 3rd city in Pennsylvania, has 
entered a new era of prosperity. For 
the 13th consecutive month Sales 
Management has cited it as a market 
where increase in business activity 
over the same month in 1959 has been 
especially spectacular (details in this 
section). Specifically, the forecast for 
December, 1960, ranks Erie = 6th in 
Middle Atlantic States, 30th in the 
entire U.S., among cities 100-250,000 
population. And . Manufacturing 
employment was up over 1959 in seven 
of 1960's first eight months'. Average 
earnings for industrial workers in 1960 
are 2nd among Pennsylvania markets!. 
More households fall among top three 
income brackets than in any other 
Pennsylvania city of 100,000-plus pop- 
ulation*. Significant business activity 
means, of course, high sales potential. 
To convert this sales potential into sales 
volume—for your product—call on The 
Erie Times & News. 


i. Penna. Bureau of Employment Security 
2. 1960 Sales Management Survey of Buying Power. 


When 

you 

think 
Pennsylvania 
think 
Philadelphia 
Pittsburgh 

— and 

ERIE! 


The ErieTimes 
The Erie News 
The Erie Times-News 


Represented by The Katz Agency, Inc. 


LOOKING FOR A NEW PLANT SITE? 

Write Erie Chamber of Commerce for detailed brochure on 
Erie Industrial Park: 225-acre, centrally-located plot offer- 
ing ideal water, rail, highway transportation; proximity to 
major markets; skilled labor force. 
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IL] Business Activity 
"a FORECAST 


BUSINESS city 
. aw 1 Retail 
ndex Sales 
ACTIVITY out of 1960 | 


|S 
FORECAST Sto ise December 


Fargo. N. D . . 95A 
Aberdeen, S. D ' 5.17 
Rapid City, S. D L 8.55 


SOUTH ATLANTIC 


Cities Over 500,000 
Washington. D. C 6 60 M1 


® Atlanta, Ga 23 103.2 101.2 
Baltimore, Md 0 BST S68 


Cities 250,000-499,999 


Miami, Fla ww 97.1 
Tampa, Fla 1 %7 
%& Norfolk, Va 4 1073 


Cities 100,000-249,999 
%& Wilmington, Del 22 108.2 


® Jacksonville, Fla 16 1023 
St. Petersburg, Fla 13 (84.1 
Augusta, Ga 13 100.3 
Columbus, Ga 0 6 
Savannah, Ga 13 98 
Charlotte, N.C 16 97.2 

%& Greensboro, 4. C 21 1042 

& Winston-Salem, N.C. 24 104.0 

& Columbia, S.C 13 109.0 
Newport News, Va 12 1000 

®& Portsmouth, Va 14 105.1 

®& Richmond, Va 14 102.7 

%& Roanoke, Va 4 1028 


Cities 50,000-99,999 
Fort Lauderdale, Fla. 21 WE 
Orlando, Fila. 22 Sl 
Pensacola, Fla 0 91 
Albany, Ga 1 915 
Macon, Ga 100.5 

& Asheville, N.C 107.7 
Durham, WN. C 98.6 

& Raleigh, N.C 119.9 
Wilmington, 4. C 96.1 

& Charleston, S. C 103.6 
Greenville, S. C 101.6 
Danville, Va 9.7 

%& Lynchburg, Va 104.7 
Charleston-S 

Charleston, W. Va 95.7 

% Huntington, W. Va. 

Wheeling, W. Va 


Cities Under 50,000 
Cumberland, Md. 4 5 96 


Hagerstown, Md. 3 97 97.7 
High Point, N.C 3 Ws Ws 
Salisbury, N. C 12 Wl 972 
Spartanburg, S. C 21 Wwl4 W4 
% Charlottesville. Va. .4/8 105.6 103.5 


EAST SOUTH CENTRAL 


Cities Over 500,000 
Memphis, Tenn 0 Wll Wl 74.00 


BUSINESS 
ACTIVITY 
FORECAST 


Cities 250,000-499,999 
Birmingham, Ala .. 6 101.7 
Louisville, Ky. 0 69 


Cities 100,000-249,999 
Mobile, Ala 13 997 


Montgomery, Ala. ll 68 
% Jackson, Wiss. 1S 102.2 
Chattanooga, Tenn. . 15 95.5 
& Knoxville, Tenn 3 1024 
%& Nashville, Tena 12 102.5 


Cities 50,000-99,999 


Florence-Sheffield- 
Tuscumbia, Ala 6 0 
Gadsden, Ala. 9 W8 
w& Lexington, Ky 16 108.6 
Meridian, Miss. 4 4 


Cities Under 50,000 
%® Paducah, Ky . 12 102.3 


100.3 


WEST SOUTH CENTRAL 


Cities Over 500, 00 
New Orleans, La. - 99 


%& Dallas, Tex — FF 
Houston, Tex 0 973 
San Antonio, Tex. 15 94 


Cities 250,000-499,999 
Oklahoma City, Okla 4 98.2 


Talsa, Okla. 0 9.7 
El Paso, Tex. 13 9.0 
Fort Werth, Tx ... 11 SB 


Cities 100,000-249,999 


Little Rock-North 
Little Rock, Ark. . 12 966 
Baten Rouge, La 4 #8 
& Shreveport, La. 14 1063.9 
Amarillo, Tex 5 
Austin, Tex. - 99 
Beaumont, Tex 97.9 
Corpus Christi, Tex 96.7 
Lubbock, Tex. 100.0 
Waco, Tex. - 6 0 


Cities 50,000-99,999 


Ft. Smith, Ark. 6 %6 
Lake Charles, La 6 917 
% Mooroe-West 

Monroe, La 103.1 
Abilene, Tex. 96.3 
Galveston, Tex. 96.2 
Laredo, Tex. 99.9 
Port Arthur, Tex 96.8 
San Angelo, Tex 96.1 
Texarkana, 

Tex. & Ark 101.2 
Tyler, Tex 94.7 
Wichita Falls, Tex 100.2 


Cities Under 50,000 


w& Bartlesville, Okla. 7 1106 
Muskogee, Okla. 7 94.2 


MOUNTAIN 


Cities Over 500,000 
% Denver, Colo. 18 104.0 
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97.9 
103.8 
4 
945 


Cities 100,000-249, ~~ 
24 


thin a.@. 17 ons 
Salt Lake City, Utah 15 999 


Cities 50,000-99,999 
Colorado 


Springs, Coto. 13 
Pueblo, Colo. 
Great Falls, Mont 
w® Las Vegas, Nev 
%& Reno, Nev 
Ogden, Utah 


Cities Under 50,000 
Boise, ida. ........ 


Billings, Mont. . 
Butte, Mont. 
Missoula, Mont. 
Casper, Wyo. 

%& Cheyenne, Wyo 


PACIFIC 
Cities Over 500,000 
Los Angeles, Cal. _ 12 100.0 
te San Diego, Cai. 24 1046 
te San Francisco, Cal. 13 105.4 
Seattle, Wash 6% 9978 


BATON 
ROUGE 


Population Up! 
Soles Up, Too! 


More people thon ever — with 
more money thon ever — ore 
ready to buy in Boton Rouge 
Preliminary 1960 census figures 
show Eost Boton Rouge Parish 
population up to 228.095. These 
people, with on effective buy- 
ing income of $6,788" per 
household ore the center of the 
booming Boton Rouge morket 
The Stote-Times ond Morning 
Advocate ore the dependable 
newspopers that sell them every 
doy. Sell this fabulous morket 
now with the Stote-Tanes and 
Morning Advocete 


State-Times 


Morning Advocate 


Beton Rouge, Le. 


Represented by 
The John Budd Company 
“Survey of Buying Power 


Business Activity 


-S FORECAST 


SUSINESS watt Retail 
ACTIVITY = = 
. ve. Million) 

FORECAST 1950 Deeember 
Cities 250,000-499,999 

Long Beach, Cal. . 0 BA 95 

Oakland, Cal 10 112 92 
% Honolulu, Hawaii 24 110.9 108.7 
& Portland, Ore 24 106.0 103.9 


53.22 
64.49 
45.31 
84.52 


Cities 100, 000-249, +e 


Berkeley, Cal 
& Fresno, Cal 105.8 
Pasadena, Cal 97.4 
& Sacramento, Cal 108.2 
® San Jose, Cal 104.9 
Spokane, Wash 978 
Tacoma, Wash 98.3 


Cities 50,000-99,999 
Bakersfield, Cal 17 1015 


Riverside, Cal 16 1004 
101.3 
Santa Ana, Cal 98.5 
Santa Barbara. Cal 97.4 
Stockton, Cal 101.6 
Eugene, Ore 9 


San Bernardino, Cal 


Cities Under 50,000 
Santa Rosa, Cal 21 (98.4 


%& Ventura, Cal 22 106.2 
Salem, Ore 99.7 
Bellingham, Wash 101.5 
Everett, Wash 100.9 
Yakima, Wash 944 


CANADA 99.0 


ALBERTA 


Calgary 
Edmonton 


BRITISH COLUMBIA 


Vancouver 
Victoria 10 


MANITOBA 


Winnipeg 


NEW BRUNSWICK 


Saint John 


NOVA SCOTIA 


®& Halifax 


ONTARIO 


Hamilton 
London 
Ottawa 
%& Toronto 
Windsor 


QUEBEC 
% Montrea! 


tw Quebec 


SASKATCHEWAN 


Ww Regina 


WA ARKETS TO WATCH 


COUNTY LEADER MARKETS: In 
per household Effective Buying In- 
come among the 200 leading counties, 
Fairfield County, Conn. (leading city, 
Bridgeport), leads with a net E.B.I 
per household of $9,631. In per 
capita Effective Buying Income, San 
Francisco County, Cal., leads with a 
net E.B.I. per capita of $2,862. In 
general merchandise store sales, Cook 
County, Ill. (leading city, Chicago), 
leads with a dollar volume of $1,- 

79,622,000. Los Angeles County 
leads in automotive store sales, with 
a dollar volume of $1,593,104,000; in 
gasoline serviee station sales, with a 
dollar volume of $644,497,000; in 
lumber-building-hardware store sales, 
with a dollar volume of $435,290,000; 
in drug store sales, with a dollar vol- 
ume of $358,347,000. For detailed 
statistics on the 200 leading counties, 
see July 10 Sales Management Survey 
of Buying Power. 


MARKET BRIEFS: Retail sales on a 
nation-wide basis for all kinds of 
stores totaled $215,428,410,000 in 


1959. This represents a gain of 7.8% 
over 1958’s retail sales of $199,709,- 
600,000. 


; Among all of the 30 Metro- 
politan Areas which had $1-billion- 
or-more retail sales in 1959, the New 
York Standard Area was the only one 
with retail sales over $10 billion, and 
New York City alone went above the 
$10 billion level of the other 29 areas. 


. Effective Buying Income, after 
taxes, was at a new high of $331,- 
734,456,000 nationally in 1959, com- 
pared with $307,567, 728,000 in 1958 


Of 200 cities leading in net 
Effective Buying Income, 29 had in- 
comes above $1 billion, ranging from 
New York, with $18,452,881,000 to 
Atlanta, with $1,007,162,000. These 
200 leading cities accounted for 44.2% 
of the country’s Bifective Buying In- 
come. Sirnilarly, the 200 cities leading 
in total retail sales accounted for 
43.7% of U. S. total retail sales. For 
detailed figures on these market 
briefs, see the July 10 issue of Sales 
Management Survey of Buying Power 


Service 


Bi noar 


SERVICE is what Manger sells—not just rooms and 
facilities! Service—the kind of help that has seating 
arrangements executed perfectly and on time. That has a 
proper P. A. system functioning as it should, set up as 
ordered. That has special tables as ordered, lighting, 
projection and other arrangements as requested —all 
on time, without last-minute makeshift changes and 
compromises. And all this goes along with some of 
the finest meeting-room facilities in the country 


So check with Manger before your next mecting 
—see the difference real service makes! 


ROCHESTER, N.Y. 


THE MANGER | 


ALBANY, W.Y. 

THE MANGER 
DeWITT CUINTON 
CHARLOTTE, N.C. 
THE MANGER MOTOR INN 
CLEVELAND, OHIO THE MANGER TOWNE & 

18 Raabenee COUNTRY MOTOR LODG 3E | 
GRAND RAPIDS, MICH. UCSON. ARI | 
THE MANGER v THE M i» 

HE MANG 
NEW YORK CITY TUCSON INN 
THE MANGER VANDERBILT 
THE MANGER WINDSOR 
PHOENIX, ARIZ. 
THE MANGER 
DESERT SUN MOTEL 


SAVANNAH, GA. | 


THE MANGER 


WASHINGTON, D.C. | 
THE MANGER ANNAPOLIS 
THE MANGER HAMILTON 
THE MANGER HAY.ADAMS 
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be. 


P nt, Manger Hotels 
4 Park Avenue, New York, N.Y. (Dept. B-!/) 


Please send me full information about Manger 
Hotels meeting and convention facilities. 


Nome 


| 
| 
| 
Company =i 
| 
| 


November 4, 1960 


, a 
the,view is important 


DAILY TRADER 


55 Church St., White Plains, N.Y 


REPRESENTED HATIONALLY OF 


RALPH R. MULLIGAN 
NEW TORK. CHICAGO.OETROIT-LOS snGe.es 


EVERY HOUR 


NEW YORK TO 


AT 
25 
MINUTES 
AFTER 
EVERY 
HOUR 


BETWEEN 7:25 AM AND 
11:25 PM FROM LAGUARDIA 
(except 10:25 PM) 


Use your Diners’ Club or 
Carte Blanche card 


Call a travel agent or 


NORTHEAST 


AIRLINES 


COME BEARING GIFTS 


Be a Salesman who ‘comes bearing Gifts”, 
with a pocket full of CHARMING MINIATURE 
TREASURES for customers’ children 

Leave a Gift, on all calls, as your public reta- 
tions art, building Good Will 

A thousand choices. fractions of a penny ('/e) 
te two cents (2c) each : 


EPPY'S MINIATURE 
01-15 144 Place 


TREASURES 
Jamaica 35. WN. Y. 


98 


Sales Management November 


EXECUTIVE SHIFTS 


IN THE SALES WORLD 
eS ROE NE CNA SENATE 


Aeroquip Corp., General Logistics 
Div., Burbank, Cal.—Richard D. Hitt 


named eastern sales manager. 


Blaw-Knox Co., National Alloy Div., 
Pittsburgh—William M. Adler pro- 
moted to manager of sales. 


Columbia Broadcasting System, CBS 
Electronics Div., Danvers, Mass.—Roy 
Juusola assumes new post of manager 
John Hauser 
appointed general manager, distribu- 
Yeiter 


semiconductors 


of marketing services 


tor sales. Ross named sales 


manager, 


Helene Curtis Industries, Inc., Chi- 
cago—David H. Kutner appointed to 
newly created post of director of 
marketing of Products and Lentheric 


and Kings Men divisions 


Electric Autolite Co., Toledo, Ohio— 
Earl R. Fiene named director of auto- 
motive original equipment sales 


W. P. Fuller & Co., Trade Paint Div.., 
San Francisco—Donald E. Cluck 
named general sales manager. 


P. H. Hanes Knitting Co., Children’s 
Wear Div., Winston-Salem, N. C.— 
Robert W. Hagood named coordinator 
of department store sales. 


Humble Oil & Refining Co., Esso 
Standard Div., New York — Charles 
O. Peyton named manager of indus- 
trial and consumer sales. 


Litton Industries, Westrex Corp. Div., 
Beverly Hills, Cal.—Anthony Easton 
assumes new position of director of 
international sales. 


National Steel Corp., Midwest Steel 
Corp. Div., Valparaiso, Ind.—Oscar V. 
Johnston named general manager of 
sales. 


Riegel Textile Sales Co., New York— 
R. E. Coleman appointed manager of 
gray goods, job finishing and export 


sales. 


Scandinavian Airlines System, New 
York—L. Robert Cieciuch promoted 
to agency and interline sales manager 
for North America and northern Latin 
America. 


Schick, Inc., New York—Martin L. 
Scher named sales manager of Drug 
Distribution Div 


Seagram-Distillers Co., New York— 
Arthur F. Murphy promoted to na- 
tional sales manager for Seagram's 7 
Crown Whiskey. 

Shulton, Inc., Toiletries Div., New 
York—Clyde A. Brown, Jr., appointed 
national sales manager 


Sperry Rand Corp., Remington Rand 
Portable Typewriter Div., New York 

Sterling J. Hines named director of 
marketing. 


Waring Products Corp., New York— 
Wallace W. Shaw to head the com- 
pany’s new Special Accounts Div 
being set up to handle sales of Waring 
electrical 


housewares 4s premiums 


and incentives 


POPULATION: 
556,600 
E.B.!. 1959: 
$1,130,840,000. 
E.B.I. PER HSEHOLD: 
$7,055 
RETAIL SALES, 1959: 


$698,363 


FOOD SALES: 
$187,468,000. 
GEN. MDSE: 
$94,519,000. 
AUTOMOTIVE SALES 
$101,534,000. 


Source: Soles Management 


Agency: Campbell Mithun, Inc. 


: VanSent Dugdale, inc. 
— pump & Telegraph Company 


ines 
: N. W. Ayer & Son, Inc 
American Viscose Corp. 
Agency: Arndt Preston Chapin Lamb & 
ee Inc. 
Associated Business Publications ...... 
Agency: Van Brunt & Company 


Bangor Dolly News 
Baton Rouge State Times ......--6 0500s 
Beaumont Enterprise & Journal ........ 
Agency: Bloom Advertising Agency 
Boca Raton Hotel & Club, Inc. .. 
Agency: Fietcher Richards, Calkins a 
olden, inc 
Booth Michigon Newspopers 
Agency: The Fred M. Randal! Company 
Buffalo Evening News 
Agency: Gotthelf & Weil 


CBS-Radio 
Agency: Sudier & Hennessey, Inc. 
Camera Optics (COC industrial) 
Agency: Direct Promotions 
Capital Air Lines . 
Agency om 9 ‘ ‘Eckhardt. Inc 
Agency ~ ot A Reimers Advertising 
Catholic Mconogement Journal 
Agency: Bernard J. Hahn & Associates 
Chicego Tribune 
Agency: Foote Cone & Beld ng 
Cerinthian Stations 
Agency: Henry J Kaufman Associates 


Dally Treder poccccessoeoosse 
Dallas Times Herald ... 

Agency: Bloom Advertising Agency 
Dortneil Corp. 

Agency: Torte! Gundel & Associates 
Detroit News , 

Agency: W. 8. Doner & Company 
Dichie-Raymond 

Agency: Herold Cabot & Company, inc 
Dobeckmun Compony 

Agency: Chirurg & ‘Ssirns Inc. 


M. Basford Company 


nq : 
Agency: Torkel Gunde! a Associates 

E. 1. Du Pont de Nemours & Co. linc.) .. 
Agency Batten, Barton, Durstine & Osborn 


Eastmon Kodck Company (Audio-Visual) . 
Agency: The Rumrili Company 
Blyric Chronicle 


Somuel topy A ny 
Agency B. Bliss mpeny 


Erie Times-News .. 
Agency: Peter Zanphi r Advertising 


f+. Worth Stor Telegram 

Agency: Bloom Advertising Agency 
Fasson Products ... 

Agency: Carr Liggett Advertising, Inc. 


Gory Post-Tribune ... aencee 

Agency: Torkel Gunde! a Associates 
General Outdoor Advertisi: 

Agency: McCann-Erickson 

Agency: Ellington r Company 
Greensboro News-Record .. 

Agency: Henry J. Kaufman rt "Associates 


$. ac 
“Agency Reast & Connolly Inc 
Hammond Times 
Agency: Torkel Gunde! & Associates 
Jom Handy Organization 
Agency: Campbell-Ewald Company 
Hearst Magazines 
Agency: Lynn Baker 
Holiday ... 
a Na Batter Barton, Durstine & Osborn 


ADVERTISERS’ INDEX 


. SSDS EEEEEEEEEEEE SEES SESE 


This index is provided as an additional! service. 
The publisher does not assume gay liability for 
errors or omissions. 


ore ey 7 Laos & =j 
ADVERTISING SALES F 


EXECUTIVE VICE-PRESIDENT 
Randy Brown 

PROMOTION MANAGER 
Richard Ehrlich 
ADMINISTRATIVE ASSISTANT 
Edward S. Hoffman 


Asst. to Executive Vice-Pres. 
Cecelia Santoro 


i Sia is BL. 


es totems 


- 


ADV. SERVICE MANAGER 
Madeleine Singelton 


PRODUCTION MANAGER 
Virginia New 


BR 8 ey 9G 
DIVISION SALES 
MANAGERS 


New York—W. E. Dunsby, Wm. 
McClenaghan, Elliot Hague, 
Robert B. Hicks, Dan Callanan, 
F. C. Kendall, Philip L. Patter- 
son, 630 Third Ave., New York 
17, N. Y., YUkon 6-4800. 


es eee eee 


Chicago—C. E. Lovejoy, Jr., As- 
sociate Publisher and Western 
General Manager; W. J. Car- 
michael, Western Advertising 
Director; Thomas S. Turner, 
Western Sales Manager; Robert 
T. Coughlin, 333 N. Michigan 
Ave., Chicago 1, Iill., STate 
2-1266; Office Mgr., Margaret 
Schulte. 


Pacific Coast—John W. Pearce, 
Pacific Coast Manager, 3055 
Wilshire Bivd., Suite 204, Los 
Angeles 5, Calif., DUnkirk 
5-0235; Warwick S. Carpenter, 
Director of Marketing, Western 
Area, 731 E. Figueroa St., Santa 
Barbara, Calif., WOodland 
2-3612. 


Washington, D. C.—Ormond O. 
Black, Southern Manager, Mez- 
zanine, The Willard Hotel, 14th 
St. & Pennsylvania Ave., N.W., 
Washington 4, D. C., District 
7-6010. 


pe Sas 


- eS a sem er = 


Hospitals, Journal of American Hospital 

Association 

Agency: Bernard J. Hahn & Associates 
Houston Chronicle 

Agency: Bloom Advertising Agency 
Mickey Houston, Inc. 

Agency: Olian & Bronner Inc. 


Industrial Equipment News 

Agency: Feeley Advertising Agency, Inc. 
International Flavor & Fragrances, Inc. . . 

Agency: Oliver-Beckman, Inc. 
International Paper Y 

Agency: Ogilvy, Benson & Mather, Inc. 


Lemarge Mailing Service Company 77 
Agency: Tilden Advertising Associates 
Life 71 


McGraw-Hill Publishing Co 
Agency: Fuller & Smith Stee 
Manger Hotel 
Agency: Ellington & Company 
Market Statistics 
Joshua Meier & y 
Agency: Preiss & Brown Company 
Meriden Record-Journal 
Agency: Gordon Schonfarber & Associates 
Minolta Cameras 
Agency: E. T. Howard Co., Inc 


Nascon Specialty Division 
Eaton Paper 
Agency: Jules Klein Advertising 

National Studios 
Agency: Elliott Flax Agency 

Nation's Business 
Agency: Van Brunt & Company 

New London Day 
Agency: Sesion Schonfarber & Associates 

Northeast Airlines 
Agency: J. Walter Thompson Company 

Norwich Bulletin 


Orchids of Howaii 
Agency: Jerry Goldstein Advertising 


Agency: Gillham Advertising Agency 


Petersen Publications, Inc. 26-27 


Agency: Compton Advertising, Inc 
Portiand Press-Herald Express 

Agency: J. M. Bochner Advertising 
Portraits by Schneider 

Agency: Russell Koilburne, Inc. 


Restaurant Voisin 
Agency: Daniel & Charles, Inc 


St. Louis Globe-Democrat 

Agency: D'Arcy Advertising Agency 
Sales Management 
Son Antonio Express & News 

Agency: Bloom Advertising Agency 
Seturdey Evening Post 

—: Batten, Barton, Durstine & Osborn 


Simmons Boordman (Railway Age) .. 
Agency: Geer, DuBois & Company. Inc. 
Syracuse Ne rs 
Agency: Doug Johnson & Associa 


Agency: Gray & Rogers Advertising 
Texas Newspaper Group 

Agency: Bloom Advertising Agency 
Thomas ister 

Agency: Paimer Codella & Associates 
Tulse World Tribune 

Agency: Ferguson-Miller Associates 


U. S. Industrial Chemical Company 
Agency: G. M. Basford Company 

U. S. News & World Report 
Agency: McManus, John & Adams, Inc. 


Agency: Sen Angus Advertising, Inc. 


WETW (Florence, S. C. 

Agency: Henry J. Kaufman & Associates 
WHBF (Moline-Rock Island) 

Agency: Clem T. Hanson Company 
WINA (Charlottesville, Va.) 
Wall St. Journal 

Agency: Martin K. Speckter Associates 
Wheaton Van Lines, Inc. 

Agency: R. J. Poorman Associates 
Wheels, Inc. 

Agency: The Mautner Agency 
Woonsocket Call 

Agency: Gordon Schonfarber & Associates 


Yowman & Erbe . Company, inc. ... 
Agency: The Rumrill Company, Inc. 
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THE SCRATCH PAD 
(eee 


The tumult and the shouting dies, 
as Kipling said, albeit ungrammati 
cally, and most of us will go to the 
polls and vote instinctively. We are 
what we are, and no amount of ex 
pensive ballyhoo will change 

* 

Bear market: Capital punishment 
e 

Suggested headline for a refriGE: 
ator page: “Shelf Reliance 

° 

Looking back to last summer, I can 
recall no power mower advertising 
“Mower power to you!” 

. 

Don Raihle sends a suggestion for 
1 lingerie shoppe: “Aid furnished for 
underdeveloped areas.” 

a 

George Pehkonen hears Raul Castro 
is quitting. Got tired of playing second 
Fidel 

* 

To the strait-laced, it’s sin-sational 

Las Vegas 
. 

Deer must be pretty smart to read 
those signs telling them where to cross 
the road 

« 

An Esso copywriter, speaking of the 
peacefulness of Belgium, mentions “a 
cloistered garden so hushed that the 
leathery slap of a pigeon’s wing can 
seem like a breach of the peace.” 
Nice writing, Mister! 

. 
A “lie” can change a game of golf 
r the course of history! 
7 

Headline Writing Can Be Fun 

Dept.: “Judge Gives Dog Leash on 


Life.”—The Philadelphia Inquire: 
* 


Incidentally, that paper's answer! 
man isnt going to be caught with 
meat in his mouth. A reader asked if 
a tomato is a fruit or a vegetable, and 
he said it is a fruit used AS a 
vegetable 

2 

Abe Potash, of the fictive firm of 
Potash & Perlmutter, said “R.S.V.P.” 
means “Remember, Send Vedding 
Presents.” 

* 

Bell Telephone (with Cable & Wire 

less, Ltd., of Great Britain) plans to 
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BY T. HARRY THOMPSON 


lay a telephone cable under the ocean 
between Manahawkin, N.J., and 
Bermuda. It will have 80 voice- 
channels and should be ready some 
time next vear 
© 
rhe 3-piece suit for men is coming 
back and the staid Philadelphia In 
quirer heralds its return with an edi 
torial headed: “Go Vest, Young Man.” 
7 
Architect: A person who knows a 
carvatid is not a species of katydid 
° 


“Pertussis” is the medical name for 


ser ek so we have “Per- 
tussin” as the brand name for a cough 
remedy. Creative genius at work! 


“At the heat generated by turnpike 
speeds, nylon is almost twice as strong 
as Tyrex (rayon) cord.”—Chemstrand 
Nylon. Isn't “Tyrex” a brand name? 
Can you take a competitive swipe like 
that in print? 

. 

Penelope Peevish says she was mad 
enough to quit working md 
when thev threw this Scotch-on-the- 
rocks at her: “We twa hae run about 
the braes, and pu'd the gowans fine.” 
I'm with vou, Penny! 


rs 
Flute: A fife in name only 
. 


I devoutly wish advertisers would 
start substituting the ampersand (& 
for that apostrophe-n-apostrophe de- 
vice which thev, erroneously I think, 
consider cuter than spelling “and” out 


Basic Human Need 


through the ages. 


Dale Carnegie made 


putting butter on it. 


display from there on in? 


Along with food, shelter, and a warming fire is another basi 
human need: The deep-rooted desire to be appreciated. 


William James, American philosopher, made the point time 
and again. Other psychologists have underscored it down 


human 
best-seller. “Make the other fellow feel important,” he counseled, 
“and do it sincerely.” In other words, feed his ego without 


Why do golfers, swimmers, bowlers, tennis players and others 
glow when they win a silver cup? And why do they have it on 


The ambition of every actress is to have a gold star on her 
dressing-room door. Nothing sets a dog's tail in motion faster 
than a kind word and a pat on the head. 


Give a man a title like “Superintendent” or “Chief” and you've 
made a friend for life. Even writers drool over fan mail. It's 
simple human nature to wish to be noticed. 


We hold these truths to be self-evident. Those of us who 
remember them stand to go further in selling on the outside, 
and in selling ourselves on the inside 


Compliments are the cheapest coins we can mint, so why do 
we pass thern out like miserable misers? 


relations the theme of a 


T.H.T. 


November 


Fresh is the word 
for this one... 
Open a packet of 
Curtiss Candy Company’s 
INSTANT Miracle Aid and 
MIRACLE Al Dares 
fresh as the day 
: it was packed. 

. Why? The package 
is of laminated, 
treated paper... 
by DOBECKMUN 


packages for performance 


DOBECKMUN 


Dobeckmun takes ordinary paper and turns it into extraordinarily fine packages for such food and beverage products as 
soups, hot chocolate, soft drinks and cake mixes. Dobeckmun’s 32 years experience in packaging helps make this possible. 
And so does Dobeckmun’s special talent for designing flexible packages around specific products — witness the many 
outstanding custom packages in use right now. Dobeckmun has scores of different packaging materials based on paper— 
paper laminated with film... paper combined with foil... paper treated in dozens of ways. One will be just what is needed 
to solve your particular packaging problem. And remember, when you call in Dobeckmun you enjoy a very special brand 
of packaging ingenuity and imagination. Write THE DOBECKMUN COMPANY, a Division of The Dow Chemical Company, 
Cleveland 1,Ohio . Berkeley 10, California . Offices in most principal cities. 


3 
, CP ee is 7 
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Media’s 


To a seller of helicopters, the pulling 
power of an advertising medium is equal 
to the number of helicopters sold. 
To media men, pulling power is influ- 
enced by several interrelated factors. 
The law or formula looks like this: 


Pulling Power "7 


Circulation Volume 
x 
Editorial Vitality 
x 


|_ Reader Confidence _| 


The Chicago Tribune, with a circulation 
114 times that of any other Chicago 
newspaper, out-pulls the other papers 
by at least 3 to 1 and as much as 15 tol. 


Chicago Tribune 


is Pi a 


